




Advertising 





Requirements 


| WORKBOOK OF ADVERTISING & SALES PROMOTION 





ny: na fo 
Comes oi Train 


PAGE 23 








For FAST... EFFECTIVE...ECONOMICAL ART 

have CRAFTINT SHADING MEDIUMS and 
= ALPHABETS at your 
| FINGER-TIPS! 


F R E E Craf-Tone — Craft-Color — Craf-Type 


Two Drawer Full-Suspension File Cabinet 
(Made of heavy gauge steel with smoothly operating, nylon 
bearing-track channel construction, valued at $50.00) 


Pius 200 Large Storage Folders valued at $7.00 


AGENCY DEAL 
2 sheets each of 180 of the most popular CRAF-TYPE patterns. 
3 sheets each of 70 of the most popular CRAF-TONE patterns 
11 sheets each of CRAFT-COLORS— Red, Vermilion, Yellow, Medium 
Green and Medium Blue, plus 4 sheets each of the other 30 colors. 
200 Folders FREE. 
Two Drawer File Cabinet FREE 
Agency Deal Total — $498.50 
STUDIO DEAL 
1 sheet each of 180 of the most popular CRAF-TYPE patterns. 
2 sheets each of 49 of the most popular CRAF-TONE patterns. 
7 sheets each of CRAFT-COLORS— Red, Vermilion, Yellow, Medium 
Green and Medium Blue, plus 2 sheets each of the other 30 colors. 
200 Folders FREE. 
Studio Deal 


$249.50 
File Cabinet (Half price) 


25.00 
Total — $274.50 
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THE CRAFTINT 


1615 Collamer Avenue ° 


CRAF-TONE 4 new, better, more eco- 
nomical adhesive-backed Shading Sheet! With Craf-Tone 
you can choose from more than 291 graduated tones, tints 
and patterns. Never before has a selection of Benday and 
Specialty patterns been manufactured and arranged in proper 
shading sequence in 15 distinct categories. Processed on 
thin-gauge Matt-finish acetate—Craf-Tone eliminates GLARE 
and insures sharper, cleaner reproduction. Available in 
black, reverse (white) and colored patterns. Everyone's first 
choice for quickly shading art work for newspaper, direct 


mail, posters, maps, graphs, technical drawings and silk 
screen process work. 


CRAF-TYPE a quality, time-saving, 


money-saving aid for artists, designers, draftsmen, map 
and chart makers, layout and production men! Alphabets 

. Numerals .. . Symbols . . . in every popular style and 
type size! On transparent, Matt-finish (NO GLARE) self- 
adhering acetate sheets! For smash headlines, for curving 
type. It eliminates expensive typesetting and lettering. 
Designed for every conceivable use and effect! 


CRAF T-COLOR Truly wonderful colors 


. SO easy to apply! Transparent, waxed-back solid color 
sheets .. . for making brilliant, impressive layouts, poster 
effects, package designs, mechanical illustrations, maps and 
sale charts. These thin-gauge, self-adhering acetate sheets 
are available in 35 brilliant colors. 


F R ee E a Craftint offers you a brand new, 


complete Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids for all Graphic 
Arts. Send for your free copy today. Also available is our 
free 160-page, No. 46 Catalogue listing complete artists 
materials. 
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MANUFACTURING CO. 


CLEVELAND . CHICAGO 
Cleveland 10, Ohio 


NEW YORK ° 





An interesting or unusual die-cut can greatly 
increase the effectiveness of a mailing piece. 
But it can also greatly increase the final cost! 


Your printer, lithographer or silk screen repre- 
sentative can help you make the right decision 
on problems like this. He knows costs. He also 
knows short-cuts. And his wide experience 
can help you avoid costly pitfalls. Talk with 


him before 
money and 


you start any job. You'll save 
get your job out faster, too! 


You'll like working closely with your printer, 
lithographer or silk screener. We know be- 
cause we’ve done it for years in bringing 
printers the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 
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Run through offset jobs with PLASTIPLATE®, the 
plastic offset plate. Two types available. See how 
they run—right on your own press! No cost to you. 

Pre-sensitized PHOTOSPEED PLASTIPLATE for 
sparkling halftones and crisp linework. All pro- 
cessing steps built right in — just expose, de- 
sensitize and print. 

Direct Image PLASTIPLATE that takes typing so 
beautifully and permits fast, non-detectable cor- 
rections. And you can write or draw directly on 
its patented surface. See how they run! Free 
samples are yours for the asking. 
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DIVISION OF SPERRY RAND CORPORATION 
Room 2220, 315 Fourth Avenue, New York 10, N. Y. 
Please send me free samples of — 

|_| Pre-sensitized PLASTIPLATE | Direct Image PLASTIPLATE 
NAME __ —— lcd 
FIRM_____ _— 
MAKE & MODEL PRESS 
ADDRESS_ 


STATE 





Just Celuetin Us 


Packaging Is an Advertising Function 


Because today's advertising executive is concerned with all phases of mer- 
chandising, he has a direct and continuing interest in packaging. The package 
occupies a most strategic position in selling, and is expected to attract cus- 
tomers when they see it on the shelves or counters of the stores, since it is 
the symbol of all the user benefits promoted in advertising. 


Because the advertising professionals are constantly aware of how well 
their company's packages are performing in the battle for business at the re- 
tail level, they are often given the responsibility for initiating new 
packaging programs, and making certain that strong competitive values are sup- 
plied by merchandise displays. The latter are always in direct competition and 
comparison with other similar products. 


These comments are suggested by the fact that we have been receiving an 
unusually large number of requests from interested suppliers recently for 
copies of our study, “Advertising Influence on Packaging." This study, which 
was based on comments from both advertisers and advertising agencies, indicated 
that in addition to holding responsibility for package design, the advertising 
executive is almost invariably on the committee which makes the final decision 
on this important subject. 


Suppliers of packaging materials do not always appreciate the key role 
played by advertising managers -- and to a considerable degree also by agency 
men -- both in initiating packaging programs and in carrying new design proj- 
ects to a successful conclusion. That is why Modern Packaging, long recognized 
as an outStanding authority in this field, has editorialized on the subject, 
"Get the advertising man on your team." 


The editors of Advertising Requirements, recognizing both the interest of 
our readers in packaging and the important role they play in the development 
of packaging which performs a positive merchandising function, provide informa- 
tion on this subject in every issue of the magazine. We are sure that it con- 
tributes a valuable plus to their thinking and planning in an important area 


of their responsibility. 
re 


G. D. Crain Jr. 
Publisher 


ADVERTISING REQUIREMENTS 
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TASTYKAKE 
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IDEA NO. 114 


“On the Ball” for TASTYKAKE 


“Striking’”’ up interest in Phila- 
delphia’s baseball team, TASTY 


A department store promotion has become an annual tra- 
dition in Fort Wayne, Indiana. 


How the Mellon Bank Brought Reindeer to Pittsburgh ... . 
A Christmas gift to the children of Western Pennsylvania 


BAKING CO. carries this huge 17” 
ball on their trucks during summer 
months. Ad Mgr. J. L. KNIGHT 
‘‘pitched’’ for KLEEN-STIK 


added to the stock of good will. ALEXANDER B. ADAMS 


Pe CE DD occ chee eters ones es eh eeeewes 


FLEX-STIK “B’’—the rubber-im- 
pregnated outdoor adhesive stock — 
because it holds tight in spite of 
rain, heat, oil and abrasion .. . yet 
removes cleanly even after months 
of exposure. Brilliant red print job 
by McCANDLISH LITHO of 
Philly, handled by salesman JOE 
WHITAKER and Prod. Mgr. 
DAVE PRATT. A “hit’’? Must be 

it’s been running for three seasons! 


An art director gives some practical suggestions for getting 
the most out of this medium. Garretr P. Orr 


The Return of the Bryant Pup ............222 cece eee 


A good trademark character never dies, as witness this 
story of one which came to life to celebrate a golden an- 
niversary. Howarp L. CLary 
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P.O.P. Ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


One for the Road 
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Martinson’s Coffee has built goodwill for itself, and won 
many safety awards, through this holiday program. 
Davin NortH 


Can You Afford to Run Your Own Lettershop? .......... 


Beware of these hurdles to true economy, before you de- 
cide to handle all your own mailing operations. 
FRANCIS ANDREWS 
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IDEA NO. 115 


CARNATION Customer-Catcher 


Clever’s the word for this unique 3-D 
“salad seller’? by CARNATION 
COMPANY, Los Angeles. Built 
around a “pop-out”’ package replica 
of the company’s Cottage Cheese, 
it was whipped up by Carnation’s 
Adv. Dept. and SCHMIDT 
LITHOGRAPH CoO. of San 
Francisco. Tasty illustration of 
fruits and vegetables sets off the 
headline “Salad Tonight!’’, while 
ingenious die-cutting locks together 
instantly to give depth. And self- 
sticking, peel-an’-press _KLEEN- 
STIK Strips make it easy to as- 
semble and attach to supermarket 
walls, cash register, or other promi- 
nent spot. 


These stills from the Screen Cartoonist Guild’s fifth festi- 
val represent the tv commercial at its best. 





How GE Produces its Own Newsreel ...............e2. 


Every other week this small department gets out a sound 
film on the company’s new products, and does it without 
ulcers and tearing of hair. KENNETH F. ABEEL 


There’s a New Look in Presentations 


These familiar tools are taking on new forms to meet their 
new responsibilities. Murray DoLMATCH 


rr ee oi es babe be ON SONS SORE 


See your regular printer, lith- 
ographer, or silk screen 
printer for more business- 
building KLEEN-STIK ideas 
...or write on your letterhead 
for our free “Idea-of-the- 
Month”. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
ae haa ee 


7300 W. Wilson Ave. ® Chicago 31, Ill 


This new process is saving many advertisers money and 
improving the effectiveness of their ads. MILpRED WEILER 


A Building Designed for Work .............0200ee0s 
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A picture tour through the new headquarters of the Rum- 
rill Company, with its built-in time and money saving 
ideas. 


How to (and How Not to) Violate the Law ............ 


A report on what happened at AR when the Secret Service 
read our October issue. 
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CONTENTS 


Volume 5 © Number 12 


A Guide to the Reproduction of Stamps and Currency . 


An official report on what you can and cannot do with 
illustrations of stamps and currency. 


Auto-Lite Covers the Country 


This dramatic sales presentation covered 24 cities and 
13,000 miles in just six weeks. Rosert B. Konrkow 


The AR Exhibit Allburm ... 0. ccc ccc ccc cc ccccccccees 


A selection of interesting and unusual exhibits. 


A Repert erm @ MOPOTE 2 wc cece secre er veer seccesens 


When a p.r. firm issues an annual report, that’s news; and 
when it is as handsome as this one, it’s well worth looking 
at the thinking behind it. Davip Finn & BILL RuDER 


School for Production 
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If you want to make money, don’t make errors. Here’s 
how one agency teaches its staff members about produc- 
tion. Mary PARKINSON 


Give Your Packages Plus Value ............222 eee 


Two case histories which show how good package design 
must meet the conditions of the market. RoBerT GOLDBERG 


Why Did Heinz Change? 


A package designer examines the reasons why the Heinz 
wide-mouth jar for ketchup failed of acceptance. 
Henry C. BurGER 
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When a Designer is his own Client 


eoeceoea@@oaneeoesngenqgeanea~nsnen 8 ¢ 6 


Herb Lubalin, art director for Sudler & Hennessey, New 
York studio, has the rewarding job of doing layouts that 
meet his own high standards. Tep SANCHAGRIN 


Departments 


Art & Photography... 59 

Audio & Visual Aids... 53 

Direct Advertising... 43 

Layout & Typography... 97 
Packaging & Labeling... 89 
Paper... 19 

Photoengraving & Platemaking... 79 
Premiums, Prizes & Specialties... 35 
Printing & Binding... 79 

Radio & TV Production... 50 

Shows & Exhibits... 71 

Signs & Identification Materials... 29 
Window & Store Displays... 29 





Advertisers’ Index 
Books for Admen... 
Coming Conventions... 
Competitions to Enter... 
The Editor’s Notebook... 
How I Solved It... 

Just Between Us... 
Next Month in AR... 
Promotion Almanac... 
Readers Write... 

AR Reprints... 


71 


84 


89 


92 


97 


Regular Features 


.. 102 
17 
19 
20 
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15 
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Which Binder is 
made of Leather? 
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VINYL 


Loose Leaf 


BINDERS 


by SLOVES 


e Looks like Leather 
e Feels like Leather 
¢ Wears like Leather 
e Flexes like Leather 


¢ Costs much less than 
you expect 


Electronically Fused 
Vinyl Plastic Binders 
Perfect For Catalogs, 
Reports, Presentations 


Sell more clients, prospects, top execu- 
tives with these handsome, leather-like 
Vinyl! loose leaf binders. Admired for 
their beauty, durability and economy. 
Write for details. Dept. AR-12 


S LOV ES MECHANICAL 


BINDING CO. 
601 West 26 Street-New York,N.Y. 
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engravings 


Stainless Steel Ruler 
with following scales: 
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12 pt., 11 pt., 10 pt., 
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5 pt., 52 pt. 
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out of town customers call collect 


160 East Illinois St. 
Chicago 11, Illinois 
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The Editors 


Thank You, Mr. Butler . . 


AR’s Copy Sheets Get 
A Vote of Approval 
From Our Printer 


We're going to take it a bit easy 
this month and let someone else 
do our writing for us. The gentle- 
man at the typewriter is Kenneth 
B. Butler, head of the outfit which 
prints AR each month (Wayside 
Press, Mendota, Ill.) and author of 
“Tips for the Production Man,” a 
regular feature in our sister publi- 
cation, Advertising Age. 

In his October 7 column, he de- 
scribed the copy sheet which we 
have developed for AR. Never one 
to toot our own horn if we can get 
someone else to do it for us, we are 
reproducing Mr. Butler’s column in 


full: 


> “The high cost of composition is 
educating production men, more 
and more, to see that copy is pre- 
pared to fit the number of lines 
provided in ads and _ promotion 
matter, including catalogs. Various 
copy-fitting guides help to take the 
guesswork out of this chore. Since 
a large share of an ad department’s 
work falls into the category of 
standardized format, one additional 
tool is necessary. 

“That consists of some kind of 
special copy paper that can make 
it easy to type manuscript line for 
line, quickly compute measurement, 
and at the same time provide for 
variations in text width. 

“One of the slickest copy sheets 
we have seen is that used by our 
sister publication, Advertising Re- 
quirements. The sheets are stand- 
ard 8%x11” size, and printed on 
ivory colored stock of substantial 
weight, antique finish for easy 
erasure. 


Display typefaces in this issue . . 


Condensed; 50—Bodoni Black Italic; 


“There are spaces at the top for 
headline copy, for copy identifica- 
tion, and typesetting instructions. 

“This publication found that 95% 
of its copy fell into five standard- 
ized categories: single-column text 
and double-column  text—single- 
column cut captions, column-and- 
a-half captions, and double-column 
cut captions. 

“Right-hand margins were ruled 
off with vertical lines, to indicate 
where the typing should stop to 
achieve a line-for-line space count. 
Solid rules were printed for de- 
noting the margin for text copy; 
broken line rules for typewriter 
stop for caption copy. 

“Thus a stock of copy paper is 
nearly universal, and gives an ac- 
curate count even when copy is 
prepared by a staff consisting of a 
number of writers. 

“This system enables writers to 
minimize widow lines, and makes 
it easy to write caption copy to fill 
last lines both left and right. 

“AR’s copy sheet contains another 
interesting innovation. This _ per- 
tains to a system for indicating type 
designation for a special bold face 
heading or lead-in style which in- 
volves a change in type family. 

“Instead of requiring a lot of 
markings to indicate these style 
variations (all of which can make 
a copy sheet messy and often hard 
to follow), the AR copy sheet re- 
quires the mark-up editor to circle 
in red such material as is intended 
for the special treatment. The 
printed instruction at the top inter- 
prets this marking for the type- 
setter.” 


> Thank you, Mr. Butler, for these 
nice comments. We've been using 
this particular copy sheet for sev- 
eral months now and have found 
that it eliminates many headaches. 


. 23—Clipbook #10; 25—Dom Casual; 29—Clip- 
book #12 & Alternate Gothic #2; 35—Eve Bold; 38—Stencil; 


; 43—Tempo Heavy 


53—Craw Clarendon; 57—Studio Bold; 59— 
Gothic Condensed; 63—-Tempo Heavy Condensed; 66—Dom Casual; 


; 71—Bernhard 


Modern Italic; 75—Karnak Black Condensed; 79—Karnak Black; 84—Rondo; 89— 
Balzac Brush; 92—Holla; 97——-Tempo Black Extended 





WHAT’S IN THESE PINS THAT MAKES 
PRINTING MORE STRIKING? 


What keeps these pins looking new, 
game after game? Hardwood. What's 
the secret of making finer bond paper? 
Hardwood, if you can find out how 
to use it. And Hammermill has—with 
an exclusive pulp called Neutracel® 
which unlocks the secret of hardwood 
to make fine paper finer. 
Hammermill blends Neutracel with 
other quality pulps to make finer 
Hammermill Bond than was possible 
with softwood alone. Neutracel knits 


all the fibers together more closely — 
smooths out the tiny “hills and valleys” 
that the surface of most papers have. 
You get a smoother, more velvety 
surface, a better background for 
your printing. 

Neutracel contributes greater opacity 
to minimize show-through. And 
Neutracel gives Hammermill Bond 
extra bulk and a heavy “feel” —adds that 
extra touch of quality to business 
correspondence and sales letters. 


Ask your printer to show you sam- 
ples of Hammermill Bond and other 
Neutracel-content Hammermill papers. 
Whatever grade you choose for the 
specific job, you'll find that the im- 
proved Hammermill papers add extra 
impressiveness to your business and 
advertising printing. Hammermill Paper 
Company, Erie, Pennsylvania. 


Ask your printer for 


MM ERM, 
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with Neutracel’s finer fibers 
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It has only one major fault and 
that can easily be corrected. Un- 
fortunately, we chose a dark brown 
ink for the lines on the copy sheet 
and, unless the typewriter has a 
new ribbon, the printed lines have 
a tendency to obscure the typing. 
If any of our readers would like 
to see an actual sample of this form, 
we'd be happy to send one along. 


> One of our readers asks why we 
don’t print street addresses along 
with our “Information Wanted” 
items. The answer is simple. We’re 
greedy. We not only want readers 
who request information to get help 
from other readers with the an- 
swers—we want to share this in- 
formation. 

If you want to help out one of 
the admen whose requests are 
printed in our monthly “Informa- 
tion Wanted” department, just for- 
ward your reply to AR and we'll 
see that it is passed along to the 
reader wanting the information— 
but, first, we'll check to see that 
we have the information in our 
files so we can help others making 
similar requests in the future. 


> A press release from Clyde C. 
Hall, public information officer of 
the National Science Foundation, is 
always one of the bright spots of 


Printed Automation 
AR’‘s copy sheets 
contain 
instructions for 
typesetting plus 
guides for easy 
copy-fitting. 


the day. Take this example, quoted 
in full: 

“We at the Foundation don’t 
mind criticism when it’s rational 


Stuck for an Idea? 


SEE PAGE 88A 
FOR A NEW 
COLOR SENSATION! 
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7 Unless otherwise marked. set body copy 9/10 Textype 
mea 
flush left & right on 13 picas 
' utura Bold, on 14 Material circled in red in § pt Memphis Extrabold 
ine Mush left, 13 pices Captions 8/10 Metroblack and lite—fush 1 & Fr 
13~-20—27% pices 


and constructive. We learn nothing 
when others emote about us, but 
we learn much when thoughtful 
and discerning critics write about 
us from an arms-length perspec- 
tive. The Wolfle article (a history 
of the Foundation’s first six years 
reprinted from Science) penetrates 
where it hurts a bit, but the needle 
is loaded with its own antitoxin— 
against (my own diagnosis!) a 
non-virulent case of growing pains. 
I send it to you because, whether I 
like it or not, it’s an honest analysis 
of the most difficult years of our 
career. And besides—you should 
have a chance to give your own 
answer to the question Wolfle 
raises in his final sentence.” 

This, and others sent out by the 
urbane Mr. Hall, give us a feeling 
of warmth towards the Foundation, 
and a respect based on Mr. Hall’s 
obvious feelings towards the needs 
and opinions of editors and writers. 
Would there were more p.r. men 
who were willing to recognize that 
the client—their client—is not nec- 
essarily all-wise! 


>» On several occasions in the past 
we have commented most favorably 
on the interesting circulation pro- 
motion pieces dreamed up by our 
old friend, Les Suhler, subscription 
manager of Look. For five years 
now, he has promised to prepare 
an article for AR readers telling 
the story behind his unusual mail- 
ings, but he keeps too busy dream- 

+ + + continued on page 9 
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For the finest repyOduction... 
Kromekote 





CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


Number Thirty-Five in a series of textural studies designed to show 
the quality of reproduction possible with fine materials 
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Buy and Specify 
these Papers by Name 


COATED BOOK DULL COATED BOOK BRISTOLS 
Satin Proof Enamel Cashmere Dull Enamel eee bie’ 
Refold E | amelot Vellum Bristo 
sre ei UNCOATED BOOK Sabre Index 
Falcon Enamel 
Wedgwood Coated Offset Garamond Antique Canton Postcard 
Templar Coated Offset Garamond English Finish TAG 
Javelin Coated Offset Garamond Text (W. M.) Tuf-Tear Tag 
All Purpose Litho Wedgwood Offset 
Pasadena Offset BOND, MIMEOGRAPH 
CAST COATED PAPER Chalice Opaque Ariel Bond 
Kromekote Enamel UNCOATED COVER Scriptic Mimeograph 
Kromekote Label Siteh Guscee PAPETERIE 
Kromekote Litho Coctanin C : 
tenmeiete Cover ee Wedgwood Papeterie 
(Cast Coated 1 Side) Chalice Opaque Cover Garamond Papeterie 
Kromekote Cover (Embossed and Printed) 
(Cast Coated 2 Sides) ENVELOPE PAPER PRESSBOARD 
Kromekote Postcard No. 1 White Envelope : 
(Cast Coated | Side) Chamfico Colored Wove Champion Pressboard 
Kromekote Postcard Envelope Imitation Pressboard 


(Cast Coated 2 Sides) 


White Radiant Envelope 
Kromekote Box Wrap 


White Foldur Kraft Envelope 
Gray Kraft Envelope 

DRUM FINISHED PAPER Suntan Kraft Envelope 

Golden and Buff Ne’er Tear 


SPECIALS 


Cigarette Cup Stock 
Food Container Stock 
Coffee Bag 


Colorcast Box Wrap Tablet Papers 


Colorcast Gift Wrap 


Col dated Envelope Drawing Papers 
olorcast Labe 

COATED POST CARD — ged Fateh Stock 
COATED COVER Campaign Postcard Pattern Board 
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ing up new pieces to get that article 
written. 

We aren’t going to wait for his 
article to describe one of his latest 
efforts—in our estimation, the most 
outstanding circulation promotion 
piece we have seen. 

First of all, the envelope arrived 
at our home along with three other 
circulation promotion mailings. The 
others—from American Heritage, 
National Geographic, and Better 
Homes and Gardens—were excel- 
lent, but none came close to grab- 
bing our attention as did the mail- 
ing from Look. It had at least ten 
distinguished features: 


1. First of all, it arrived in an 
84x11” manila window envelope— 
the first time I can ever recall hav- 
ing received a subscription promo- 
tion piece in an envelope of such 
large dimensions. 


2. There were two simulated rub- 
ber stamp impressions on the face 
of the envelope—‘Price increase 
coming—use enclosed $7.60 in 
stamps . . . and save” and “Impor- 
tant—advance notice.” As_ usual, 
Les Suhler managed to make these 
look quite authentic. 


3. There was also an 80-word mes- 
sage imprinted on the face of the 
envelope presenting a quick sum- 
mary of the sales story—and doing 
it very effectively. Typical: “This 
letter comes to you not because 
your subscription is expiring .. . 
but because it won’t expire until 
after the price increase.” 


4. The first of four enclosures was 
the traditional letter—but with the 
letterhead at the bottom of the back 
of a single-sheet, two-page message. 
At the top of the first page was an- 
other simulatéd rubber stamp— 
“Urgent—information about your 
Look subscription—please read 
carefully.” Excellent selling copy, 
too. 


S. The second enclosure was a 
simulated sheet of savings stamps 
—a technique which Look has used 
effectively before. In this case, the 
sheet was a simple two-color print- 
ing job (black and brown) on un- 
gummed white stock. The 76 simu- 
lated stamps were printed in brown, 
with simulated perforations printed 
in black. The whole thing looked 
very realistic and, with the interest 
in trading stamps these days, cer- 
tainly should have been an effec- 
tive attention-getter. 


6. The third enclosure was an old 
Look stand-by—a simulated cer- 
tificate printed in blue and black 
on a parchment-type stock. It had 
all the gimmicks—a simulated num- 





Subscription Promotion Piece of the Year... 


ber, a guarantee, an official-looking 
eagle and a simulated signature on 
a tear-off portion above the certifi- 
cate. The certificate, itself, was very 
impressive in appearance and in- 
cluded a number, a simulated seal, 
etc. 


7. Another feature of the certificate 
was that it contained enough copy 
to do a selling job all by itself. It 
was designed to make ordering very 
simple—-just check the method of 
payment and initial it—and you 
were all signed up for three full 
years of Look renewal. 


8. The fourth enclosure was a re- 
turn envelope and this was far 
from a “common” return envelope! 
First of all, the size was most im- 
pressive—54x10'%”. 


8. Color, too, was “different”—a 
chartreuse stock with black printing 
—highly effective! It also had a 
simulated rubber stamp indicating 
return by first class mail. 


10. Another interesting feature ofl 





. a five-piece mailing with a punch 


the return envelope was the use of 
six—count ’em, six—1}-cent stamps. 


> We don’t know how much this 
unusual “package” cost Look, but 
it probably wasn’t any greater than 
some of the full-color mailings we 
have been receiving from other 
publications—including two of the 
three received in the same mail 
with the Look mailing. 

Perhaps there is a danger in such 
mailings, however. Maybe we aren’t 
the only ones who annually delay 
sending in our Look renewal just 
so we'll get the full series of re- 
newal letters from Les Suhler. May- 
be Look should sell its promotion 
pieces and give away the magazine! 


> Gene Hassold, art 
J. M. Hickerson Inc., New York, 
passed along an unusual item—a 
matchbook used by Howard Nos- 
trand, New York illustrator. The 
back cover copy reads: “Help stamp 
out photography.” 

“Equal time” will now be set 
aside for photographers. a4 
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Our thanks to you all for 
making it possible for us to 
complete 29 years of active 
participation in the“Graphic 
oe 
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JULIEN SouBIRAN, President 
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FRANK Horan, Vice President 
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Town Crazy 


© I want to tell you what happened 
at one public relations firm after 
we read your excellent article 
Postmarks Can Sell For You 
(June)—and we still think it’s ex- 
cellent. 

We decided to mail a _ release 
about our client’s Jet-Spray Bon 
Ami from a small town with a name 
that tied in with the product. So 
we all sat down with a copy of the 
U.S. Official Guide in front of us 
to choose the town with the best 
name. 

There were plenty of names. Jet 
Bon Ami is a Miracle (Ky.), of 
course. It’s Sublime (Tex.), it’s a 
Novelty (Mo.) and it’s Thrifty 
(Tex.), all of which makes it a 
Champ (Md.). We don’t think 
Keats (Kan.) would write an ode 
on Jet Bon Ami, nor would Chopin 
(La.) go into rhapsodies over it, but 
anybody who likes to clean win- 
dows in a Hurry (Md.) would find 
it a Delight (Ark.). 

I don’t want to be Boring (Ind., 
Ore.) about this, but we were going 
Loco (Okla., Tex.) trying to find the 
right name. 

Finally, somebody said, “Gee 
(Ky.)! This is getting me down. 
Let’s go out and get Fried (N.D.) 
and let Minnie (Ky.) do the job.” 

Minnie ties in with Jet Bon Ami? 
No. But we could see this fellow 
was ready to break out into wild 
laughter, and he had his finger on 
the page on Nuttsville (Va.). So 
we all said, “Okay (Ark., Okla.).” 

That’s our story. Clear as Day- 
light (Tenn.)? But don’t worry 
about us. Just now, we chucked 
that Postal Manual clear out the 
window. 

JupITtH CorRTADA 

John J. O’Leary & Co., 

New York 


(A Story (Ark., Wyo.) with Charm 
(O.) and a Surprise (Neb., N.Y.) 
Climax (Colo., Ga., Kan., Ky., 
Mich., Minn., N.Y., N.C., Pa.) ... 

Ed.) 


Many Cost Factors 


@ In general Mr. Jenkins’ facts and 
ideas (Getting Your Value from 
Color Slides, September AR) are 
excellent, but there is no doubt that 
his opinions are based solely on his 


READERS YY 


own experience. He is probably not 
fully aware of what many of the 
labs in New York City are capable 
of doing today. 

Mr. Jenkins says that a standard 
slide can be made from any trans- 
parency up to 4x5”. This company, 
and many others here, can work 
from transparencies as large as 
16x20”, or from flat art up to 30x40”. 

He further states that 35mm orig- 
inals give the truest color when 
duplicated. This is not true. Many 
factors control the color in dupli- 
cating, like high-light masks, type 
of film, processing, etc. The quality 
of the duplicate is strictly the qual- 
ity of the lab and its technicians. 

It seems obvious to me that basic 
factors such as salaries, advanced 
technical equipment, frequency in 
changing chemicals, service, all en- 
ter into the final price, as does the 
type of mount used. It should also 
be obvious that labs offering over- 
night service must necessarily 
charge more. This is in conflict with 
Mr. Jenkins’ statement that there is 
little relationship between quality 
and price. 

We could go further and discuss 
the pros and cons of each of the 
films on the market, and get our- 
selves into an impasse. May I end 
my critique with the hope that Mr. 
Jenkins will accept my additions 
in the good faith in which they are 
given? 

CHARLES CORN 

Secy.-Treas., Admaster Prints 

Inc., New York 


Doubts Fine Reproduction 


® In the article, It’s Magnesium for 
All-Florida (AR, September), the 
author made a statement which 
puzzles me a little. He claims that 
it is possible to use 110-line screens 
on paper which most printers 
would insist will not take anything 
finer than 65. This is possible, he 
explains, because the printing is 
done directly from the magnesium 
plate, losing no depth in the du- 
plicating process. 

Loss of depth in duplicating has 
its effect on printing on rough sur- 
faced papers; however, that is not 
the main or the only reason poor 
reproduction results. Rough paper 
has a surface of hills and valleys. 
If a fine screen plate is used, some 





| “The ‘Glow-White’ of Calcofluor* adds to the clean, 
crisp look of this Hotpoint brochure.” 


-SAYS MR. GORDON B. STEVENSON, DIRECTOR OF PRODUCTION, THE VERITONE COMPANY, CHICAGO 
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“‘CALCOFLUOR-treated paper was selected for this job because it was essential that the 
whites in the illustrations be clean and sparkling. We know that printing on papers 
containing CALCOFLUOR White adds dramatically to the range and effect of colors. 
Other whites move well up in the grey scale when compared with CALCOFLUOR.” 


No doubt about it! The bright white of CaLcorLuor-treated stock 
makes halftones and text clearer...sharper...crisper...with maximum 
contrast. Every day, advertising production men...lithographers... 
printers...are discovering the new “Glow White” sparkle that CaLco- 
FLUOR-treated papers give such items as: 

Catalogs * Annual Reports ¢* Sales Literature * Manuals 

Business Cards * Folders and Greeting Cards * Programs * Books 

Pamphlets * Labels * Packages * Letterheads * Business Forms 
Just comparing CALCOFLUOR-treated paper with any sheet of ordinary 
white will convince you. Try these papers! Just ask your paper jobber 
for samples, or write to Cyanamid for further information. 


*Trademark 


<€alco 


Symbol for Quality Dyes 


AMERICAN CYANAMID COMPANY 


DYES DEPARTMENT 
Bound Brook, New Jersey 


New York - Philadelphia 
Charlotte - Providence - Atlanta - Los Angeles 


Chicago - Boston - 


Portland, Oregon 


North American Cyanamid Limited - 
Montreal and Toronto 


Dyes Department 


CALCOT & Le) s: 





dots will print on top of the hills 
and others will stand over the holes 
and valleys and they will not print 
at all. The result will be a broken, 
unsatisfactory printing job. 

Extra squeeze of plate against 
paper can help sometimes, but is 
not the cure-all. If extra pressure 
is applied, the dots printing on the 
top of the hills will be pressed in- 
to the paper and tone values then 
increase, while the other dots will 
barely print on the bottom of the 
valleys (if they reach that far) and 
the result will be ragged or mealy. 

I would be very interested in 
seeing consistently good reproduc- 
tion of fine screen plates on rough 
paper stocks. 

STANLEY F. CZAJKOWSKI 

Prod. Mgr., Van Sant Dugdale, 


Baltimore 


Open House to Magnesium 


© We received your September is- 
sue and have read with a great deal 
of interest your article Magnesium 
Up-to-Date. 

In that article you made this 
statement: “. . . companies working 
in the field are loath to release any 
detailed information.” 

Please be assured that our proc- 
ess is not secret and has been 
viewed by many photoengravers, 
printers and press manufacturers. 
We are operating curved etching 
machines, which we have designed 
and covered by U.S. and Canadian 
patents, and we would welcome the 
opportunity to show them to you, 
personally, or to any reader of AR. 

Fioyp R. Lear Jr. 

Vice Pres., Industrial Engraving 

Co., Easton, Pa. 

(Thank you for the _ invitation. 
Easton is now on our list of places to 


visit .. . Ed.) 


Money Making Yen 


® In your October issue, page 64 
(Union Bag’s Direct Mail Does it 
Again), I find a very interesting 
item. 

I am extremely curious to know 
where the little money-making ma- 
chine gag can be purchased. 

ADELAINE PASHMAN 

Auditor, George Gero Advertis- 

ing, Paterson, N.J. 

P.S. My title is auditor, but honest- 
ly I don’t intend to start printing 
counterfeit bills. I just think this 
gimmick was made to order for a 
certain somebody. A.P. 

(As one friend to another, Miss 
Pashman, better read what hap- 
pened to AR [page 66] before going 
ahead. . . Ed.) 
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Interests Brewers 


® In the September issue of AR, 
there are two articles of particular 
interest to the brewers in the coun- 
try. One is how the Miller Brewing 
Co. planned its decal valance pro- 
gram; the other on the Falstaff 
Brewing Co.’s use of decals for 
their truck fleets. 

We should like to use excerpts of 
both of these in a forthcoming is- 
sue of Modern Brewery Age. Allow 
me to thank you for your kind co- 
operation, as well as to congratu- 
late you on two very fine articles. 

A. L. Castro 

Managing Editor, Modern Brewery 

Age, Stamford, Conn. 


Action Important 


® I thought your article on “Should 
Agencies Buy Exhibits?” (See AR, 
August) very interesting and 
provocative. 

What is important will be wheth- 
er or not any action will be taken 
by people after reading this com- 
pilation, or if you will reproduce a 
resume of reactions you might re- 
ceive from your readers. If so, I 
would appreciate hearing what they 
are. 

Thank you again for asking me 
to participate. 

DoMENICO MorrTELLITO 

Mgr., Design & Exhibit Section, 

E. I. duPont de Nemours & Co., 

Wilmington 


Cartoon Drew Tears 


@ We would like your permission 
to reproduce the little cartoon en- 
closed from your September issue 
(See cut). We plan to use this in 
our sales manual series, printed for 
and given out to our salesmen. 
Gtory Pam CARLBERG 
Ad & Sales Prom. Mgr., Zeller- 
bach Paper Co., San Francisco. 


That’s an onion skin made from real 
onions... 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests . . . Ed. 


Wants Cumulative Index 


e I have been retaining my past is- 
sues of AR as a reference catalog. I 
now have a good many issues and 
my problem is keeping up a good 
cross-index of subject matter. 

I was wondering if you might 
compile annually an index of your 
past articles. 

Witiram D. CrockKeETT 

Alexandria, Va. 

(We don’t have a cumulative index, 
but we do include a semi-annual 
index each January and July... 


Ed.) 


Agency Forms 


@ We are starting a new advertis- 
ing agency in this community and 
are desirous of securing samples of 
agency forms, contracts, billings, 
routing sheets, etc. 

We would appreciate receiving 
any such samples or information as 
to where they could be secured. 

CuHar.es F. MERTEN 

Pres., Merten Enterprises Inc., 

Kokomo, Ind. 


Budget Distribution 


e I found your article “Trends in 
Direct Mail” (October AR) of spe- 
cial interest. It just so happens that 
we are currently working on an 
analysis of various media as they 
relate to the total advertising or 
promotion budget. 

Primarily we are concerned with 
the following media: Slidefilms; 
motion pictures; meetings and con- 
ventions; training programs and 
schools; booklets, brochures and 





manuals; flip’ charts and graphics; 
point-of-sale displays. 
GERALD N. PICKMAN 
Creative Marketing Services, 
Wilding-Henderson Inc. 
Detroit 


P.O.P. Facts 


® Do you have available, or can 
you refer us to, a source for basic 
information on _ point-of-purchase 
advertising? 

I need information and possibly 
demonstration material for a half- 
hour talk to small appliance deal- 
ers and department store appliance 
department managers. 

J. T. Howarp 

J. T. Howard Ad. Agency Inc., 

Raleigh, N.C. 


Mat Services 


® We will appreciate your sending 
the names and addresses of firms 
which are in the business of sup- 
plying mat services to advertising 
agencies. 

We are particularly interested in 
mat services for used car dealers, 
banks, floor tiling and wall covering. 

Kari F. BurGsTAHLER 
Karl F. Burgstahler & Co., Ad- 
vertising, Decatur, IIl. 


How Much Four Color? 


e I am interested in doing some 
market research in the field of 
four-color process photoengravings, 
but am at a loss as to where I can 
find the answers to some of the 
questions. 

For example, of the total volume 
of four-color process engravings 
being purchased in this country, 
how much of this is purchased by 
advertising agencies as against pub- 
lishers or the advertising depart- 
ments of companies? Can this in- 
formation be broken down accord- 
ing to geographical areas? 

Louis C. ScowcroFtT 
The Beck Engraving Co., 
Philadelphia 
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DECAL SIGNS 


ALL the advantages of pressure 
sensitive application 


ALL the permanence of a true 
decal sign 


More and more national and regional 
Point of Purchase sign advertisers are 
switching over to Meyercord’s new 
Pressure Sensitive Decal Signs! The 
reason isn’t very hard to dig out... 

Recently an important advertiser 
told us, ‘“There has been a marked 
increase in our sign circulation thanks 
to Meyercord Pressure Sensitive Decal 
Signs. Our field men are getting up 
more signs . . . and more rapidly .. . 
than with anything we've used before.” 

And no wonder! Meyercord Pressure 
Sensitive Decal Signs are mounted with 
a simple two-step installation that takes 
only seconds and requires mo water. 
Once up, these decal signs maintain all 
the brilliance and permanence that 
have distinguished Meyercord Decal 
Signs for more than 60 years. 

There are no restrictions as to color, 
shape, design or size . . . either halftone 
or straight poster style. Let us show you 
how to put Meyercord experience and 
facilities to work in your merchandis- 
ing program with Pressure Sensitive 
Decal Signs. 


Pressure Sensitive 
Facts—FREE 


The full story of Meyercord 
Pressure Sensitive Decal Signs, 
along with current samples, is 


yours, for the asking. Please 


write today on company letterhead. 


Tad Re Ce 
zt 6 est Lake Street 
dices, ‘Geach ‘ith, tear tee a Unldi Lergest Docaleomania Manufacturers Chicago 44, Illinois 


number! 
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NEVER 
FAILS TO 
PUT ACROSS 
THE 
MESSAGE OF 
QUALITY 


Appeals to those 
who want fine 
appearance at 
moderate cost 


Excellent for - 
Letterheads 
Office Forms 
Invoices 
Statements 
Mailing Pieces 


Instruction 
Sheets 


Booklets and 
Brochures 


jee Pond, FREE 
yj} Send for Certifi- 


SX: 
Wied \\ cate Bond Test 
_—< + =" | packet. Write on 
your letterhead. 


CROCKER-McELWAIN 
Company 


Holyoke, Massachusetts 
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I SOLVED It 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures 
or drawings where possible. ADVERTISING REQUIREMENTS will 
pay $10 each for items published here. Send materials to 
Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 
11.No material will be returned unless specifically re- 
quested, and accompanied by return postage. 


| Toy Package Design 


Allows Saving Signs 


With a budget that was limited 
in the poster and streamer depart- 
ment, we’ve managed some effec- 
tive and inexpensive examples in 
this area by the use of a convertible 


| package design. 


The simple expedient employed in 
convertible wrap technique is the 
overprinting of the wraps before 
they are mounted and die-cutting 
them to the desired size. 

While most of our packages are 


in themselves rather “poster-y” in 


design, we add impact by silk- 


| screening an additional sales mes- 


sage on the finished piece. 
This procedure has been so effec- 
tive for us that we now ask the 


| promotion department for an order 


before any new package wrap is 


; run. 


Not only are our package posters 
and streamers effective, but we find 


| the quantity used for this purpose 
| costs very little on that basis and 
| therefore the 


die-cutting and 
screening is almost incidental com- 
pared with the cost of creating a 
full-color streamer from scratch. 
ME vin N. Poretz 
Sales Prom. Mgr., Ideal Toy 
Corp., New York 


3-D Pop-Up Mailers 
Combat Competition 


When we were commissioned to 
design some direct mail pieces for a 


| client to use on a list of architects 


and engineers, we realized the mul- 
titude of mail sent to a list of this 


| type meant ours had to be not only 
| good, but different. 


Since the mailers were to intro- 


| duce two new products — a new 


pre-fabricated steel building and 
larger sizes of nailable steel joists — 
we decided on two 3-D pop-ups to 


emphasize and dramatize the prod- 
ucts and produced the following: 


1. an actual miniature building on 
a plot 


2. a steel joist positioned on a 
building under construction 


The response to these mailers, 
which had reply cards tipped-in, 
from a group of 32,000 engineers 
and 21,000 architects was four times 
better than any other previous 
mailings for our client. 

JoHN B. CLarK 

Account Executive, Campbell- 

Ewald Co., Detroit 


Gets Giant Cartons 
At Midget Prices 


With a limited budget and big 
display ideas we ran into the old, 
old problem of costs, recently, when 
we set about to construct three ice 
cream and six milk cartons ap- 
proximately six feet high. 


CORRUGATED 
BOX 
(FOLDED) 


ICE CREAM 
CARTON 


FLAP 
TUCKED IN 


MILK CARTON 


Since the cost of constructing 
these display cartons out of Upson 
board or some other similar mate- 





rial was decidely prohibitive, we 
turned to corrugated shipping boxes 
as the answer to our problem. 

A paper house which sold over- 
runs of these boxes in various sizes 
was able to supply us with the 
items we needed in the exact sizes 
desired and at a cost of only $1.50 
per carton. 

Not only did this save us ove: 
$25 per display piece, but the corru- 
gated cartons had the additional 
advantage of being easy to handle, 
fold and ship. 

J. D. MauGHON 

Asst. Prod. Mfg., Tucker Wayne 

& Co., Atlanta, Ga. 


Acetate Overlays Aid 
In Page-Proof Checks 


During page-proof checking time, 
I’ve found the use of acetate over- 
lays has not only saved time but 
has eliminated almost all of those 
“little checks” with the pica rule 
and triangle. 

When starting to check the pages, 
I take a clear sheet of acetate and 
— making sure my ruling is ac- 
curate — I simply outline the 
“printing area” in ink. I can then, 
in a matter of seconds, spot too 
short or too long pages, out-of-line 
page numbers, poor line-ups, 
crooked cuts, etc. 

For regular monthly departments, 
I have started a file of the different 
overlays for the different size pages. 

Myra IwaGaMI 

Production Dept., Science Re- 

search Associates, Chicago 


Cuts Composition Costs 
On Imprinted Sheets 


The cost of supplying a large va- 
riety of catalog sheets to our job- 
bers with their names and addresses 
imprinted on them was becoming a 
major factor in our advertising 
budget. 

We remedied this situation by do- 
ing away with making linotype 
slugs of each name each time we 
ran off sheets, and instead used our 
Filmotype machine. Each name was 
set up on a thin gloss paper, and 
a contact negative was made on 
film. This film negative was given 
to the printer and an inexpensive 
offset plate was made for use on a 
Multilith press. 

In this way we were able to get 
imprinted sheets at a fraction of 
the original cost and eliminated the 
cost of buying composition each 
time we needed imprinted sheets. 

RosBert G. CAsHATT JR. 

Ad. Mgr., Chicago Specialty Mfg. 

Co., Chicago 





STARTING NEXT MONTH 


The Best of AR... 


Throughout 1957, AR has carried a series of “basic 
guides” providing essential reference material for admen 
in easy-to-file format. Starting with the January 1958 
issue, this service will be expanded to include a new 
monthly series, “The Best of AR.” Included will be the 
most popular “how to” articles published by AR during 
its first five years. These articles will be far more than 
just re-runs, however. Actually, the original articles will 
serve only as starting points, with additional material 
from many sources added to make each of the articles a 
complete reference piece in itself. 

The January AR will feature an up-to-date revision of 
AR’s 1953 series, “A Guide for Paper Buyers.” Here, in a 
single article, will be a short course in effective paper 
buying — an important reference for every adman’s 


handbook. 


The External House Organ... 


AR’s editors are at work preparing a comprehensive 
picture of one of the most exciting of all advertising 
media — the external house organ. The medium, which 
has been rapidly growing in importance, offers a highly 
versatile and dramatic method of sales promotion. 

In the January AR, the dimensions of this medium will 
be charted with a report on a special survey of companies 
publishing externals. The report will show how typical 
companies handle the planning, preparation, production 
and distribution of their publications. 

In subsequent 1958 issues, AR will present a series of 
case histories telling how the nation’s outstanding ex- 
ternals are produced — alternating with important “how 
to” articles covering all phases of external house organ 
production and distribution. 
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ANNOUNCING 


TWO NEW SERIES... 





This photograph shows one of the important processes used to make Rising Paper...fine paper at its best! 


Rising Paper 


is part of 
A F B’s 


Wweatiwe 


Citfton Fadiman 


4 wert taal 


Wesaluteth American Foundation THE CREATIVE TEAM 
For The Blind, Inc. for the vital con- 


organization American Foundation 
tributions it has made in helping the blind and the . 
‘ ping For The Blind, Inc. 


deaf-blind throughout the United States. It is largely M. Robert Barnett, 
due to the generous gifts of donors that the AFB is Executive Director 


able to maintain, and even expand, its numerous, planner Emily J. Klinkhart, 


; i be Director of Development 
valuable services. Since the AFB is dependent upon f I 


printers James Gray, Inc. 


Gray Envelope Mfg. Co., Inc. 


its letter appeals to help raise these necessary funds, 
it has welcomed the creative talents which a number 


ae 
of friends of the blind have volunteered for this pur- paper Rising’s 


pose. We are proud that, for the past 15 years, the Line Marque fine 


AFB has chosen Rising Paper to carry many of these paper 
important appeals to the public...a choice influ- 


enced by a standard of quality, service and economy. 


THE COST OF THIS ADVERTISEMENT IS BORNE ENTIRELY BY 
RISING PAPER COMPANY, HOUSATONIC. MASSACHUSETTS 
MAKERS OF RISING PARCHMENT (100% RAG BOND) + RISING BOND (25% RAG) «+ RISING 
OPAQUE BOND (25% RAG) + LINE MARQUE WRITING (25% RAG) «+ NO. 1 INDEX (100% RAG) 


HILLSDALE WEDDING AND BRISTOL (25% RAG) . WINSTED WEDDING AND BRISTOL 
PLATINUM PLATE ANDO BRISTOL (25% RAG) 
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for ADMEN 


® The Penrose Annual, Volume 51, 
edited by R. B. Fishenden, Hastings 
House, New York, 164 pages, $9.50 

. This brief description is ac- 
curate, but misleading. To say that 
a book has 164 pages is to give the 
impression that it is a slim, delicate 
volume. 

In point of fact, this book, 8%x 
1144”, in hard covers, and 2” thick, 
is a substantial volume. There are, 
to be sure, only 164 pages of num- 
bered text, but this does not in- 
clude unnumbered inserts, ex- 
amples of fine printing, plus a whole 
section of illustrations, plus a sec- 
tion of advertisements as solidly 
packed with information as the text 
itself. 

This volume is the 16th and last 
edited by Mr. Fishenden, who died 
during its preparation. It remains 
as a memorial to this sensitive man, 
an expert in all branches of the 
graphic arts, and claimed as their 
own by all. 

Its articles, as usual, are varied. 
They range from an illustrated de- 
scription on architectural photog- 
raphy, to a discussion of printers’ 
royal arms, the development of 
Klang typeface, the forces involved 
in the transfer of printing ink, and 
research in cutting and creasing. 

It is an esthetic pleasure to han- 
dle this book and an intellectual 
pleasure to read it. 


® Life Photographers, Their Ca- 
reers and Favorite Pictures, by 
Stanley Rayfield, Doubleday & Co. 
Inc., New York, 89 pages, $5... 
In the 20 years since its founding, 
Life has had a profound influence 
on the use of photography, both in 
its own field of journalism and in 
the allied field of advertising. In 
the past two decades advertising 
photography has taken an equal 
place with art in the thinking and 
planning of advertising. 

This book was inevitable. In or- 
ganization it is simple. A brief in- 
troduction about Life photogra- 
phers, followed by 20 spreads, each 
devoted to one of the photogra- 
phers who have brought the maga- 
zine to its pre-eminent position, and 
ending with a description of the 
photographic techniques used by 
Life. The spreads, each a giant 


14x20”, give adequate room for a 
selection of the photographer’s 
work, and some short copy on the 
man (or woman) himself. 

One does not envy the editor the 
task of final selection. He reports 
that currently each year, the mag- 
azine uses 10,000 pictures, win- 
nowed from about half a million. 
From more than 1,000 issues, he has 
had to choose between three and 
eight specimens for each photog- 
rapher included. 


@ Motivation in Advertising, by 
Pierre Martineau, McGraw-Hill 
Book Co., New York, 210 pages, 
$5.50 . . . The author sails his craft 
farther out on the Sea of Motivation 
and leads the reader to new vantage 
points looking toward modern ad- 
vertising concepts. Notions of the 
consumer-benefits school, the rea- 
son-why people, are thoroughly 
jostled. 

“The Logical Man and the Eco- 
nomic Man are fictional. They 
don’t exist. Beneath the mask of 
rationality that our society teaches 
us to wear, the consumer is a liv- 
ing, breathing, feeling individual. 
He is not a technical expert. He 
wants far more from life than bar- 
gains. And his behavior stems 
more often from emotional and 
nonrational causes than from logic.” 

“This is me,” is what all of us 
say, according to Mr. Martineau, 
and our purchase expresses what 
we think we are or want to be. 
“What is self but a permanent mode 
of selection?” he asks. 

Without ruling out all rationality, 
Mr. Martineau maintains that 
rationality plays only a small part 
in our total motivational makeup, 
and that advertising can and should 
create a psychological identity for 
the product and thereby tap un- 
derlying emotional and attitudinal 
concepts of the buyer. 


© The Clowns of Commerce, by 
Walter Goodman, Sagamore Press 
Inc., New York, 278 pages, $4.95... . 
Mr. Goodman, an associate editor of 
Redbook, must have had a lot of fun 
writing this book. And the advertis- 
ing man reader will have a lot of 
fun, too, until he reaches the chap- 
ter in which Mr. Goodman deftly 
applies his needle to what the read- 
er considers his private corner of 
the advertising world. Then he is 
more likely to explode in sputtering 
anger. 

To illustrate the author’s way 
with words, consider this quotation: 
“The good advertising man is no 
thinker — and therefore no hypo- 
crite; he is a careful technician with 
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p We always ety 
NAZ-DAR 


Silk Screen Inks 
Be Used On Our 
\ Counter Cards , 
au , 


NAZ-DAR, the most widely used 
brand of silk screen inks, is specified 
by advertising and sales executives 
for several excellent reasons. 


@ NAZ-DAR Inks enable your silk 
screen printer to match colors per- 
fectly on reruns ordered months after 
the original order. 

@ NAZ-DAR Inks give your P-O-P 
material the richest, most brilliant 
colors for mass eye-appeal. 

@ NAZ-DAR Inks’ ultra-fast drying 
times facilitate on-time delivery of 
your “rush-rush” jobs. 


In all ways, these magnificent 
NAZ-DAR colors have proven 
their sales getting value in 

campaign after campaign, 


Specify either NAZ-DAR 7500 
Series Fast-Dry Gloss Inks 
or 5500 Series Fast-Dry Flat 
Finish Inks. 


Write for two 7500 and 5500 Series 
color cards. Keep one of each at your 
desk and give the others to your silk 
screen printer. You'll have a perfect 
color reference for all your silk screen 
display jobs! 


Consult your 
silk screen printer 
for helpful suggestions. 


The NAZ-DAR Company 
461 Milwaukee Avenue 
Chicago 10, Illinois 


December 1957 + ar «+ 17 





'— ae 


aia yw 
TRIPLE 
Blue Stamps 
See i. 33 


ARE THE CHOICE OF NATIONAL ADVERTISERS 
Because They Last Longer 


GRACE Signs are silk screen processed on steel or aluminum. Finishes are baked enamel and 
reflectorized if desired. All paint enamels used are made to GRACE specifications. This means a 
quality control that tells in the service life of the sign. Our 40 years of sign making is your guaran- 


WE DESIGN YOUR SIGN IF YOU WISH 


tee of superior signs. 


ea 
VENT 


High Nitrogen Fertilizers 


Color sketches will be gladly submitted, 
no obligations. Just let us know. 


LET US HAVE 
YOUR INQUIRY [fF 


SEND FOR FREE CATALOG IN COLOR 


PURINA CHOWS 


SYINGHIRON” 


“POWER FOR ATTRACTION” 


SYNCHRON 30 
Super Hi-Torque Timing Motor 


2 ‘Teléal for short term application operating turn- 


~ tables, display wheels, rotating signs, etc. Easily 


‘ adapted to any special display motion. 30 inch 


OUiices guaranteed torque at 1 RPM. 


SYNCHRON 20 
Hi-Torque Timing (Motor 


For long term operatiombef turn-tables, display 
wheels, and rotating signhs,»Easily adapted to 
any special display motion. 20 inch ounces 
guaranteed torque at 1 RPM. 


wy 
WRITE NEAREST HANSEN REPRESENTATIVE 7". 
FOR MORE INFORMATION. i 


MANUFACTURING CO., INC. 


ESTABLISHED 1907 
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Princeton 11, Indiana 


Hansen Representatives The Fromm Co., 5150 W. Madison 
St., Chicago, Ill.; Winslow Electric, 123 E. 37th St., New York, 
N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, 
Calif.; H. C. Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, 
Binghamton and Schenectady, New York. 





—from the book jacket 


an outlook of the world that ex- 
tends from boxtops to billboards.” 

In this manner, Mr. Goodman 
will endear himself with brain- 
stormers, endorsement-users, trad- 
ing-stamp experts, even Billy 
Grahamites. It all reads well as 
long as he stays away from your 
own personal foibles. He has suc- 
ceeded in taking the zaniest phases 
of the “advertising game” and de- 
scribing them in terms that would 
make anyone squirm. 

It is too bad that with his obvious 
brilliance and discerning observa- 
tion, Mr. Goodman has ended up 
by doing no more than beating to 
death a straw man of his own 
building. 


e Agency Mail Operations, by Gen- 
eral Services Administration, (Cata- 
log No. GS 4.6:M 28) distributed 
by Government Printing Office, 
Washington, 47 pages, 30c . . . This 
booklet is a simple guide to efficient 
procedures for improving mail op- 
erations. While based on the experi- 
ence of government agencies, its 
suggestions are easily applied, and 
equally beneficial, to any organiza- 
tion which has problems with a 
volume of mail, either incoming or 
outgoing. 

Simply written and practical in 
nature, it should be of help in speed- 
ing up the flow of the increasing 
volume of paper work under which 
modern business is being over- 
whelmed. 


© Impressions, Special Issue, edited 
by Clifton C. Edom, Fairchild 
Graphic Equipment Inc., 88-06 Van 
Wyck Expressway, Jamaica 1, N.Y.., 
32 pages, 50c . . . This special issue 
of Fairchild’s quarterly magazine 
for photo-journalists covers the 
14th annual prize picture competi- 
tion sponsored by the University of 
Missouri School of Journalism. It is 
a fine collection of new photos. All 
plates used in the publication were 
produced on Scan-a-Sizers. 
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Conventions 





All meetings listed here are annual con- 
ventions, unless otherwise described. 


DECEMBER 


2-4 ... International Assn. of Fairs & 
Expositions, Hotel Sherman, Chicago 

2-6 . . . Exposition of Chemical Indus- 
tries, New York 

10-11. . . Society of Plastics Industry 
Film, Sheeting & Coated Fabrics Div. 
Conference, Commodore Hotel, New York 


14-18 . . . National Assn. of Display In- 
dustries, New York 











JANUARY 


6-8 . . . American Management Assn. 
Packaging Conference, Commodore Hotel, 
New York 

16-23 . . . NHMA National Housewares 
Exhibit, Navy Pier & Drill Hall, Chicago 
17-19 . . . Advertising Assn. of the West, 
Midwinter Conference, Hotel del Coro- 
nado, San Diego, Cal. 


27-29 . . . National Combination Storm 
Window & Door Institute, Sherman Hotel, 
Chicago 























A Complete List of All 
AR Reprints Now Available 



















The following reprints of feature articles which have appeared in ADVERTIS- 
ING REQUIREMENTS are available at 25¢ each, except where another price is 
listed. Special prices are available for quantity orders. Please order by num- 
ber, enclosing payment for all orders for $2 or less. Send your order to 
Reprint Editor, Advertising Requirements, 200 East Illinois St., Chicago 11, Ill. 















FEBRUARY 


4-6 . . . SPI Film, Sheeting & Coated 
Fabrics Div. Conference, Commodore Ho- 
tel, New York 

6-8 . . . International Typographic Com- 
position Assn. Midwinter Conference, Ho- 
tel Roosevelt, New Orleans 

10-12 . . . American Management Assn. 


Marketing Conference, Statler Hotel, New 
York 





















Audio-Visuals 


224 The Art of Communication — by Richard A. Naumann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 
145 Audio-Visuals Don’t Have to Cost a Lot of Money to Be Effective 
Reardon Co. produced its own prize-winning film strip and saved money 








Binding 


193 Loose-Leaf Binding 
28-point guide to selecting proper loose-leaf bindings for promotion materials 





MARCH 


2-9 . . . Intl. Trade Fair of Packaging 
Machines, Confectionery Machines & 
Packaging Materials, Dusseldorf, Germany 
4-6 ... Advertising Art, Photography & 
Modern Reproduction Show, Biltmore Ho- 
tel, New York 

9-12 . . . Natl. Lighting Exposition, Col- 
iseum, New York 

14... Roadside Business Assn., Mayflow- 
er Hotel, Washington 








Calendars 


102 The Public’s Preferences in Calendars 
AR survey shows what various audiences prefer in calendars 



































Color 











151 Color in Advertising — by Faber Birren 







An expert outlines the best colors for advertising 
Copyrights 


201 Advertising Copyrights — by Robert J. Burton ($1) 
Copyright protection for graphic arts—a compilation of ten AR articles 





Contests 


205 A Contest Isn’t Over When The Winners Are Picked — by Phil Seitz 
How Dodge gets the greatest value from its ‘‘Dodge for Life’’ contest 

184 Mrs. America . . . Beauty Takes A Back Seat — by Ted Sanchagrin 

Case history on new approach to beauty contests 






Dealer Programs 


174 How Carter Merchandises Its Maps — by Vin A. Corwin 
How an oil company gets dealers to put its maps to work 
159 Simplicity . . . Sheaffer's Key for Efficiency in Handling Ad Mat Orders — by D. A. 
Reed 










Pen manufacturer's effective method for handling ad mat orders from dealers 
142 How to Make One Promotional Dollar Do the Work of Ten — by R. V. Boom 
Operators of ice cream franchises get results through cooperative advertising effort 
140 Pabco Sells Color with a Coordinated Campaign 
How a variety of materials worked in selling paint and building materials 
129 Repetition Plus Quality Materials Add Up to an Outstanding Campaign — by Herbert 
Baker 




















A case history of an unusual advertising campaign for Cory air conditioners 
125 International Harvester Stages Mammoth Dealer Sales Meeting — by Larry Franklin 
Planning six weeks of sales meetings; a bid for dealer participation 
117 Everyone Gets In on the Act with Lady Stratford — by Herbert Baker 
A campaign designed to get al! store personnel to join in selling dinnerware 
111 RCA Builds Dealer Prestige — by Karl Kirchhofer 
A complete advertising program built around a Dealer Identification Plaque 


. . » listings continue on page 20 





Just who picked out this location? 
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More AR Reprints 


... continued from page 19 


Design 


167 Noreen Integrated Design — by Bradley Lane 


The story of one of the nation’s outstanding integrated design programs 
136 The El Producto Story — by P. K. Thomajan 


Art director Paul Rand reveals facts behind this notable cigar campaign 


Direct Advertising 


231 The Little Ambassadors — by Dick Hodgson 


Calcium Carbonate’s highly original campaign based on clever gimmicks 
219 Hoffmann-LaRoche Dares to Be Different 


Details on the mailing pieces which won DMAA’s Gold Mai! Box award 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this mediur 
172 202 Tips for Direct Mail Advertising (50c) 
A 16-page booklet reprinting AR’s two special articles on direct mail advertising 
128 Ford Establishes a New Method for Handling Its Direct Mail Advertising — by Dick 
Hodgson 

A direct mail program as handied by an agency at 15%. commission 

103 All the People Some of the Time — by Nicholas Samstag 
Time promotion director explains his direct mai! philosophy 


Engraving 


203 Progress Report on Electronic Engraving — by David Saltman 
Results of extensive research on the practical use of this new techn'que 
190 The Production Monagers’ Answer for Late Plate Problems — by Ted Sanchagrin 
Practical suggestions for avoiding that last minute hysteria 
155 Assembling Color Elements Can Save Time and Money — by H. C. Latimer 
Discussion of photographic operations to prepare process art for the platemaker 


141 How to Make One Set of Color Plates Do the Work of Several — by Bernard Tf. 
Converse 


Getting color on a b&w budget by multiple use of color plates 
112 Do’s and Don'ts for Better Engraving 


Engravers’ answers to AR’‘s survey 


Exhibits 


223 Showmanship at a Home Show — by Phil Seitz 


Practical experience shows e!ements which spell success for home group 
192 Exhibit Photos — How to Put Them to Work 


How a number of exhibitors used photos of their trade shows 
191 How to Get More from Your Trade Show Dollars — by William S. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


Fairs have become a product showcase and a selling place 
168 Maturity for Trade Show Exhibits — by Dick Hodgson 


A report on some of the trends in exhibits 
110 55 Ulcer Reducers for Exhibitors 


Rules for making exhibiting easier and cheaper and results better 
Miscellaneous 


232 The Story of the Influential — by Peter E. Schruth 
A Saturday Evening Post executive takes you inside one of the year’s major promotion campaigns 
226 School For Home Buyers — by Stanley E. Cohen 


How a national association worked out a p!an for a public service program 
218 Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
215 AR idea Album (50c) 


A collection of 114 ideas taken from our popular and helpful feature 
210 How Agencies Work Together — by James Robertson 


The background of a successful campaign that required detailed coordination 
208 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
202 How I Solved it ($1) 


64-page book containing over 125 selected ‘‘How I Solved It’’ items from AR readers 
165 Bankers Are People, too — by Jeff Thomson 


How a bank extends its advertising service to over 100 correspondent banks 


Motion Pictures 


209 Miller Makes a Film — by Benn Oliman 


How Miller Brewing developed its centenary film: a step-by-step report 
198 Less Than 1c Per Impression — by Mildred Weiler 


The story behind an effective business movie produced for Wabash Railroad 
113 Three Dimensional Business Movies Become a Reality — by Dick Hodgson 


Production highlights of a color and sound movie produced with Bolex 3-D system 
Packaging 


156 A Package on Every Table — by James Joseph 


Designing food packages that sell in stores, look well on the dinner table 
139 Show Your Wares To Sell Them! — by Ernest W. Goldberg 


How illustrated shipping containers work in sales promotion 
122 How to Prepare Packages for Rack Merchandising — by Arthur Weiss 


An expert tells how to design packages for a new sales medium 
114 How to Design Packages for Self-Service — by Frank Gianninoto 


A leading designer outlines the demands of modern merchandising on packages 
Photography 


228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color photostats 
171 How to Get Better Advertising Photos — by Errol Prince (50c) 


AR’s two-part series on getting and using advertising photos 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 
138 The “Taking” of a Man of Distinction — by Ted Sanchagrin 


The story behind the photographs in Lord Calvert’s ‘‘Man of Distinction’ ads 


. .« listings continue on page 21 
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Informative Labeling for Plastics Products 


3rd annual, sponsored by The Society 
of The Plastics Industry Inc., 250 Park 
Av., New York 17. Covers labels, tags, 
inserts, packaging, etc. giving informa- 
tion on consumer products. Open to all 
manufacturers and marketers of con- 
sumer plastics products. Classification 
awards and a grand award will be 
made. 

Closes December 1, 1957 


Advertising and Editorial Art and Design 
Exhibition 


37th annual, sponsored by Art Directors 
Club of New York, 115 E. 40th St., 
New York. Covers art and design of ads 
or editorial units, posters and outdoor 
displays, television commercials; mate- 
rial must have appeared between Feb. 15 
1957 and Dec. 31 1957. Open to art 
directors, artists, photographers, design- 
ers, ad managers and organizations par- 
ticipating in production of material. 
Closes December 28, 1957 


Electric Housewares Promotions 


Sponsored by Natl. Electrical Manufac- 
turers’ Assn. Information from Distrib- 
utor Contest Editor, Electric House- 
wares Section, NEMA, 155 E. 44th St., 
New York 17. Covers any type of elec- 
tric housewares promotion used by dis- 
tributors in 1957, such as mailings, dis- 
plays, radio and tv, ads, etc. 

Cleses December 31, 1957 


Lithographic Awards 


8th annual, sponsored by Lithographers 
Natl. Assn. Inc., 381 Fourth Av., New 
York 16. Open to lithographers, adver- 
tisers, agencies, designers and others. 
Covers 48 classifications of materials, 
their lithographic quality, art, design 
and functional value. 

Closes January 10, 1958 


Typographic Design Excellence 


4th annual, sponsored by Type Directors 
Club; information from Francis L. 
Monaco, Kudner Agency Inc., 575 Madi- 
son Av., New York. Covers editorial de- 
sign for newspapers and magazines; ad- 
vertising design for same, also for direct 
mail, point-of-sale, packages, posters; 
typographic design for products, archi- 
tecture, tv and movies. Entries must 
have been designed in 1957. Awards will 
go to designer and client. 

Closes January 15, 1958 


Brand Name Retailer-of-the-Year 


10th annual, sponsored by Brand Names 
Foundation Inc., Retail Relations Dept., 
437 Fifth Av., New York 16. Covers 
dealers’ activities in brand advertising 
and promotion, sales personnel educa- 
tion, use of local media, in 24 retailing 
categories. 

Closes January 20, 1958 


Musical Themes in Advertising 


8th annual, sponsored by American Mu- 
sic Conference; information from the 
Philip Lesly Co., 100 W. Monroe St., 
Chicago 3. Covers any printed or outdoor 
advertisements using a musical theme to 
promote non-musical products, or serv- 
ices. There are no restrictions on who 
may submit entries. 

Closes January 21, 1958 





MARCH, 1958 


March 1-April 30 


Sea Foods and Butter Month . . . spon- 
sored by the American Dairy Assn., 20 
N. Wacker Drive, Chicago 6. 


March 1-April 6 


Quick Easy Lenten Meals With Cheese 
Time . . . sponsored by American Dairy 
Assn., 20 N. Wacker Drive, Chicago 6. 


March 1-31 


National Home Improvement Month . . . 
sponsored by Nersica Inc., 12 E. 41st St., 
New York 17. 


March 2-8 


National Peanut Week . . . sponsored by 
Natl. Peanut Council, Dupont Circle 
Bldg. Washington. 


National Save Your Vision Week . . 

sponsored by American Optometric 
Assn., 4030 Chouteau Av., St. Louis 10. 
National Retail Bakers Week . . . spon- 
sored by Associated Retail Bakers of 
America, 735 W. Sheridan Rd., Chicago. 


Mar. 9 
Openings of Spring Millinery . . . spon- 


sored by Millinery Institute of America 
Inc., 1450 Broadway, New York 18. 


Mar. 9-15 


National Rice Week . . . sponsored by 
Committee for the American Rice Indus- 
try, P.O. Box 6406, Houston 6; Rice 
Consumer Service Inc., 10th Floor, 
Realty Bldg., Louisville 2, Ky. 


Girl Scout Week . . . sponsored by Girl 
Scouts of U.S.A., 155 E. 44th St., New 
York 17. 


March 10-15 


National Smile Week . . . sponsored by 
Gibson Art Co., W. 4th St., Cincinnati. 


March 16-22 


Trish Linen Week . . . sponsored by the 
Irish Linen Guild, 1270 Avenue of the 
Americas, New York 20. 

National Want Ad Week . . . sponsored 
by Assn. of Newspaper Classified Adver- 
tising Managers Inc., c/o James G. 
Slep, President, Mirror, Altoona, Pa. 
National Salesmen’s Week . . . sponsored 
by Earle M. Burnett Sr., 318 Sharp 
Bldg., Lincoln 8, Neb. 


March 16-26 
National Wildlife Week . . . sponsored 
by Natl. Wildlife Federation, Takoma 
Park, Washington 12. 


March 23-30 
Camp Fire Girls Birthday Week . 
sponsored by Camp Fire Girls Inc., 16 
E. 48th St., New York 17. 


March 24-29 
National Television Servicemen’s Week 
. sponsored by RCA Tube Div., Radio 


Corp. of America, 415 S. 5th St., Harri- 
son, N.J. 


More AR Reprints 


... continued from page 20 


Point-of-Purchase 


195 Abbott Aims at the Consumer — by Bert Enos 
Retaining its ‘‘ethical’’ approach, Abbott used many ways to sell consumers on its Sucaryl 
160 Professional Installation Assures Success for Admiral Displays — by Bert Enos 
How professional installation services assured success for a display program 
148 Why Agencies Should Be Interested in Point-of-Purchase Displays — by Bert Enos 
Several case histories show why agencies need to recognize displays 
104 Display Package Builds Sales for Zymenol — by Webster Kuswa 
A well-planned promotion turns a prescription drug into a consumer product 


Premiums 


227 Ballast Your Business with Balloons 


Thirteen ways to use balloons as premiums to help build sales 
225 Personalize Your Premiums — by Kenneth F. Curry 


Erwin Wasey’s premium buyer tells how to get greater impact in your program 
222 Ten Years of Progress in Premiums — by Gordon C. Bowen 


An expert looks at the post-war premium boom and its meaning to admen today 
206 Premiums at General Mills 


The inside story of one of the country’s largest users of premiums 
188 How to Promote a Ten-Cent Gadget — by John C. Swift 


The promotion behind White Cap Co.’s premium item, the lid flipper 
169 Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 


A helpful checklist for planning premium promotions 
153 Follow Through — Key to Premium Success — by Arthur E. Irwin 


A complete program of follow-through is the key ingredient in premium promotions 
149 Give the Dealer What He Wants — by LeRoy King 


A former supermarket operator gives examples of premiums retailers like 
134 The Great Premium Boom — by Gordon C. Bowen 


A guide to premium types and their use as a promotion medium 
Printing 


229 New Uses for Printing Today — by Joe R. Schoeninger 
The printed word is reaching out into new fields of communication 
211 A System for Controlling Printing Costs — by Frederic Kammann (50c) 
A five-part outline of a practical system for saving 10% on your printing bills 
124 Institution Learns 3-D Production Tricks — by John C. Randall 


An effective guide for producing printed 3-D advertising material 
105 Let’s Swap Ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Publicity 


221 Make the Most of Your Star — by Don Young 
How Wilson & Co. gets promotional value from the tour of its program star 
199 Merchandising Publicity — by Morris B. Rotman 
Case history of a publicity program which drew extra dividends through effective merchandising 
194 Chiquita Banana Goes to School — by Clarence W. Moore 


How United Fruit Co.’s story gets to teachers and students 
185 How to Handle Relations With Radio, Television & Newsreels — by William G. Cox 


A guide to an effective publicity program for audio and visual media 
183 Planned Personalized Promotion — by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 
173 How to Prepare a Modern Annual Report — by Herbert C. Rosenthal 


Some realistic guides for the preparation of effective annual reports 
158 Elsie . . . Borden's Living Trademark — by Ted Sanchagrin 


What Borden's cow accomplishes by touring the country 


Radio 


123 How to Prepare Jingles for Radio Spots — by Maurine Christopher 


The basic rules for one of radio’s most effective media 
Signs 


216 How to Use Highway Signs 

A guide to the basic principles of outdoor advertising 

213 Philco Signs Up — by Allen Sommers 
A sign program with a unique share-the-headache feature meets local needs 

212 Dealer Program Builds Unity for Culligan 


How to get 1,100 dealers to n a cooperative identification program 


152 A New Look for Signs 


Changeable copy signs: a growing trend in outdoor advertising 
132 Ford Uses Unusual Teasers in Southern California — by Phil Seitz 


The story of a unique teaser technique for painted bulletins 
130 A ‘‘New Medium” Gets Its First Major Test — by Dick Hodgson 


How an insurance company used bumper strips as key element of its campaign 


Tape Recorders 
177 The Use of Tape Recorders in Advertising — by H. Jay Bullen (50c) 


Two special articles: advertising uses for tape recorders and how to select a tape recorder 


Television 


217 Getting Your Film on TV Cost Free — by Richard Marvin 


How to prepare your old films for tv’s needs and get them shown free 
204 Colorcasting — by Sheldon M. Heiman 
Here's a case history report of a colorcast ‘‘first’’ by a Chicago agency 
189 How to Merchandise Syndicated TV Shows — by Maurine Christopher 


A list of suggestions for getting the most from tv films 
181 How to Merchandise TV Tie-Ins — by Frank Jacobs 


How donors of prizes plan their tie-ins to fit a merchandising program 
Trading Stamps 
220 An Expert Answers Your Questions About Trading Stamps 


AR’‘s interview with John W. Young, Eureka Specialty Printing Co 
121 Trading Stamps Build Repeat Business for Denver Merchants — by Frank Lynn 


How a new stamp brand was introduced and promoted 
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In just three years, Wolf & Des- 
sauer, Fort Wayne, Ind. department 
store, has started a new tradition. 
The day after Thanksgiving, to Fort 
Wayne children, is now the day on 
which special trains — The Santa 
Claus Special — leave Pennsylvania 
Station and go out to meet Santa 
Claus at the junction where he 
changes from the Polar Express, 
which brought him from the North 
Pole. 

Santa had made Wolf & Dessauer 
his headquarters in Fort Wayne for 
more than 30 years. Each Novem- 
ber, he arrived by train, and was 
escorted to the store where he sat 
in state until Christmas. 

But for the 1955 season, somebody 
had a bright idea. Why not get a 
special train and go out to meet 
Santa? Immediately plans were 
drawn up. Store officials got to- 
gether with men from the Pennsyl- 
vania Railroad to discuss the details. 
Nobody, of course, had any idea 
how many kids would want to go, 
so they settled on a single train, 
with ten cars. 


> The 


plan was announced in a 








This department store promotion 


in just three successful years. 
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has become a Fort Wayne tradition 


MUM AVAR 1a oral al 
1 Comes by Train 


Sunday ad early in November. A 
batch of tickets was printed, a re- 
tired conductor was hired to man 
the ticket booth, installed on the 
store’s second floor. 

Tuesday morning, the first day 
after the ad the store was open, 
rolled along, and the crowds outside 
the doors made it almost impossible 
for store personnel to get to work. 
Quickly, extra tables were set up, 
and the supply of tickets was dis- 
tributed in ten minutes! Hundreds 
of disappointed mothers and chil- 
dren had to be satisfied with leaving 
their names and addresses in the 
hope that additional tickets would 
be made available. 

That morning, store officials held 
a quick conference, and decided 
that the maximum possible number 
of children should be taken on this 
free train ride. The railroad, al- 
though pressed with other commit- 
ments on a busy football weekend, 
was able to promise that the train 
could be extended to 21 cars, and 
could make five round trips during 
the day. 
> This 


required a complete new 
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batch of tickets. The first day’s 
lucky ticket holders were warned, 
in another group of ads, to come in 
and exchange their coveted ducats 
for the new ones, while tickets were 
sent out in the mail to those who 
had left their names. A couple of 
cars on one train were reserved for 
community orphanages, and_ this 
just about exhausted the capacity of 
8,500 tickets. 

No adult was permitted unless 
accompanied by a child, and each 





Her Hero! .. 


. Santa stops to chat en 
route a friendly stroll through the train, 
with Mrs. Santa right behind. 
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passenger had to have a ticket, 
marked either “Adult,” “Child,” or 
“Child Under Age.” Stubs were col- 
lected by the conductor, and these 
classifications, of course, corre- 
sponded to full fare, half fare, or no 
fare. 

No effort was spared to make the 
trip as smooth and as enjoyable as 
possible. The city police department 
was brought into the planning. 
Parking was prohibited the morning 
of the excursion within a four-block 
area surrounding the station. 


> The Pennsylvania took special 
steps to make the day a success. 
Conscious of its responsibility for 
the safety of so many small chil- 
dren, they took extra precautions. 
The conductor and crew were 
selected on the basis of their ami- 
ability, the cars were checked and 
double-checked. The railroad 
brotherhoods worked closely in ar- 
ranging the tour. The presidents of 
the five Fort Wayne locals volun- 
teered to go along on the trip, help- 
ing to explain procedures to the 
young riders. 

Wolf & Dessauer also took extra 
precautions. The store nurse rode 
on all trips of the special train. 
Wives of store executives served as 
hostesses on the trains, with the 
assistance of high school girls, one 
of whom was placed in each car. 

In the main lobby of the station, 
a large sign, pointing to the track 
on which the special train stood, 
was hung. Christmas songs and 
carols were played on the station’s 
p.a. system all day long. This was 
interrupted by announcements 
about procedures for boarding the 
trains. For everybody’s comfort, no 
more tickets were given out for 
each trip than were seats available. 


> At the announced time, the train 
left the station. The conductors col- 
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All abooooard! .. . 
Happy crowd gathers 
in railroad station 

to board the Santa 
Claus Special. 


lected tickets, the hostesses gave 
each child a bag of candy and a 
button that read “I rode the Santa 
Claus Special.” The kids were bub- 
bling and, especially on the first 
train, some mothers were weary. 
At the junction point, about 15 
miles out, although the actual loca- 
tion was kept secret, the kids were 
pop-eyed to see Santa standing on 
a specially decorated caboose, wav- 
ing to them. Because of possible 
danger, the children were not per- 
mitted to get off the train, but Santa 


got on for the ride back to Fort 
Wayne. 


> On the trip back, he and Mrs. 
Santa, who had accompanied him 
for the day from the North Pole, 
strolled through the train, talking to 
the children, shaking hands, making 
friends. 

Upon arrival, all the passengers 
got off, left by a special passage 
that avoided the lobby (crowded 
with people waiting for the next 
trip) and got into chartered buses 
for the trip to Wolf & Dessauer. 
There Mrs. Santa took her honored 
seat, and personally listened to the 
requests of the children. 

Meantime, Santa rode back to the 
junction point in solitary splendor 
in one of the combination cars. 
There he appeared at his caboose, 
and returned to town on the train, 
greeting children en route. No effort 
was made to tell the children on the 
later trip that they would be seeing 
the arrival of Santa. Merely seeing 
him was enough. You don’t want to 
kid kids, the store believed, on such 
a serious matter as Santa Claus. 
There would be too many exchanges 
of experiences to allow them to get 
away with it, anyway. 


> All in all, five trips were worked 
in during the day. This was as many 
as could be handled during the nor- 


mal opening hours of the store. 

The next year, the store and the 
railroad learned from its previous 
year’s experience. The full five 
trains were scheduled from the very 
start, and enough ticket booths 
were set up to handle the applicants 
smoothly and efficiently. 

To make sure that all details were 
handled, and none overlooked in the 
tumult and confusion, Chester M. 
Leopold, Wolf & Dessauer sales pro- 
motion director, prepared a mim- 
eographed operations manual. It 
listed, item by item, what had to be 
done, along with the person or per- 
sons who would have responsibility. 
Copies of this booklet went to all 
store personnel concerned, as well 
as to those outside of the store who 
had a part to play. This included the 
Pennsylvania Railroad, the police 
department, the transit company. 


> One interesting sidelight on the 
operation turned up. The event 
proved to be the largest rail move- 
ment in the history of Fort Wayne. 
And while everybody expected that 
this train trip would be the first for 
most of the children aboard, it was 
surprising how many of the adults 
confessed that they had never be- 
fore been on a train. The railroad 
estimates that 75% of the children 
and 50% of the adults were on their 
first ride on the rails. 

Wolf & Dessauer is ready for its 
1957 trip to meet Santa, and 8,500 
children and parents are eagerly 
awaiting the big day. And as long 
as the kids demand to go on the 
train, just so long will W&D sched- 
ule this most unusual excursion and 
most successful promotion. 44 


W&D invites you 
and your children 
to make reservations 
this week to ride the 
Santa Claus Special 
on Friday, November 25 
A ten pocked wain wip to 0 secret 


rendesvous with Sante om his journey 
to Fert Weyne from the North Pole! 


Ad-Allure . 
open invitation in local newspaper. 


. . Sunday readers received 





By Alexander B. Adams 
Vice-President 

Mellon National Bank & Trust Co. 
Pittsburgh 


The harvest moon, according to 
folklore, has a disturbing and irra- 
tional effect on _ tides, lunatics, 
hound dogs and even, so they say, 
on perfectly normal people. Which 
is perhaps the best explanation why 
we started it all, for the idea oc- 
curred to us in the middle of Oc- 
tober. 

We were sitting around the office 
one afternoon examining some ad- 
vertisements for our Christmas 
Club accounts, which, like many 
banks, we begin promoting near the 
middle of November. The ads, some 
ten in all, featured a pair of rein- 
deer — obviously mother and 
father — doing their shopping with 
money from a Mellon Bank Christ- 
mas Club. The illustrations were 
not particularly imaginative or cre- 
ative, but since the moon was full, 
they led some one to ask the fate- 
ful question, “Do those look like 
real reindeer?” 

No one in the room knew the 
answer or was willing to venture an 
opinion. No help was forthcoming 


How the Mellon Bank 


Brought Reindeer 
To Pittsburgh 


The charming story of a big bank in a big city, 


with a big heart and a big idea 


which paid big dividends. 


from the occupants of the offices up 
and down the corridor; and even 
the artist who had drawn the pic- 
tures was not certain, confessing 
that he had never seen a real rein- 
deer in his life. The next logical 
step, of course, was to call the 
Pittsburgh Zoo, but this too proved 
fruitless. No reindeer were on ex- 
hibit. In fact, none had been owned 
by the zoo since 1941. 


> Looking back on that afternoon 
after the hectic weeks that followed, 
no one is quite sure which of us had 
the idea first. Perhaps it was so 
obvious that several of us thought 
of it simultaneously. If the zoo 
owned no reindeer, why couldn't 
Mellon Bank buy a pair and present 
them to the children of the city as a 
Christmas present? 

In no time at all, we drew up the 
outline of a plan. We would pur- 
chase two deer, have some sort of 
formal presentation ceremony, then 
exhibit the deer in our bank until 
Christmas, and finally turn them 
over to the zoo as part of its per- 
manent collection. The director of 
the zoo, when we discussed the 
matter with him, proved enthusi- 
astic, welcoming the opportunity to 


acquire additional animals at no ex- 
pense. In return, he pledged his 
help in buying the deer and in car- 
ing for them — a pledge for which 
we were increasingly grateful as the 
weeks rolled on. 

But as we soon found out, rein- 
deer cannot be purchased readily. 
Caribou and white fallow deer, 
which often are exhibited as rein- 
deer, are relatively easy to obtain; 
but real reindeer come only from 
northern Scandinavia and from 
Alaska, where they were _ intro- 
duced some years ago. In this coun- 
try, they can be bought only from 
a limited number of wild animal 
dealers and from those zoos that 
may happen to have a surplus. But 
since they are relatively difficult to 
raise in captivity, the demand often 
exceeds the supply. This unfor- 
tunately was the case when we 
started our search, but there was 
then no time to turn back. Our en- 
tire Christmas promotion was now 
based on the possession of two rein- 
deer. 


> Occasionally, we would hear of 
some zoo that had a pair for sale, 
but each time, the news proved to 
be rumor only. Finally, we learned 
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Getting Acquainted . . 


In the pen in the bank lobby, the formal presentation is made 


to two children selected by the Community Chest to represent all the children of 


Western Pennsylvania. 


of a shipment scheduled to arrive 
in New Jersey from Norway, but 
the animals had all been sold. One 
of the buyers, however, was an ani- 
mal dealer from Vermont, and we 
made arrangements to procure two 


of them from him, sight unseen. 


The day they arrived at the zoo, 
where we intended to board them 
temporarily, was in many ways a 
day of disillusionment. Reindeer do 


not resemble’ the _ light-footed, 
graceful creatures of art and leg- 
end. If they look like anything else 
at all, it is like the grotesque off- 
spring of a cow and a bullmoose. 
Their heads and feet are far too 
large for their bodies, and while 
they may leap airily across the 
tundras of their native land, their 
walk on American soil, as far as we 
could nothing but a 
steady plodding. As a climax to our 
disillusionment, these particular 
reindeer had just shed their horns, 
which is customary with reindeer 
every winter; but in this case, the 
process had apparently been has- 
tened several months by their ship- 
ment from a colder climate to a 
warmer one. And yet it is not too 
much to say that we were immedi- 
ately fond of them, perhaps moved 
by the same instinct that makes a 
mother favor her ugliest child. 


observe, is 


> Meanwhile, our other prepara- 
tions had been moving ahead. Rein- 
deer moss, a lichen on which they 
generally feed, is not available in 
this country, so we had to abandon 
our idea of giving away samples to 
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small children. But we did prepare 
a rather extensive exhibit of life in 
Norway, including pictures of rein- 
deer in their native habitat, local 
costumes, and a pair of reindeer 
horns that in some embarassment 

we borrowed from a Pittsburgh 
museum. 

In addition, we had carpenters at 
work constructing a reindeer pen in 
the lobby of one of our largest 
downtown buildings. This in itself 
presented certain problems, for no 
one was sure of the climbing abili- 
ties of these animals and, conse- 
quently, the height that the pen 
should be. 

The zoo thought that four or five 
feet would be enough, but one of 
the officials of our rather con- 
servative bank had seen a television 
show with shots of reindeer leaping 
across snowy crevasses in Norway. 
These pictures had disturbed him, 
and he saw visions of our reindeer 
putting on a comparable perform- 
ance within our bank lobby to the 
consternation and inconvenience of 
our older and more valued custom- 
ers. To set his mind at peace, we 
finally decided on a height of nine 
feet, which proved more than ade- 
quate. 


> Other arrangements also had to be 
made. The zoo agreed to supply a 
caretaker, who would watch the 
deer during the day and assume 
responsibility for their feeding and 
watering. And we briefly instructed 
one of our girls in the ways of rein- 
deer, so that she could answer the 


questions of interested spectators. 

From the first, we had decided 
that we would leave out reference 
to elves and Santa Claus, thinking 
that this would give our promotion 
more dignity and sincerity. This de- 
cision, we believe, is largely re- 
sponsible for the success we ulti- 
mately had. 

Finally, the day arrived when the 
animals were to be brought down- 
town. Press releases went out to all 
the local newspapers and radio and 
television stations, with this simple 
lead paragraph: “The children of 
western Pennsylvania will receive a 
unique Christmas present this year 
from Mellon Bank.” The release 
then went on to tell how we had 
learned that there were no reindeer 
in the Pittsburgh district and had 
decided to buy some, so that the 
children of the area could see these 
animals that had become so closely 
associated with the legends sur- 
rounding Christmas. 

The simplicity of this approach 
apparently captured the imagination 
of the editors, for the story was 
given good prominence, and a large 
number of people were on hand for 
the presentation ceremonies. 


> These, too, were kept simple. For 
a while, we had toyed with the idea 
of inviting the mayor to receive the 
deer on behalf of the children, but 
then we had a better thought. We 
asked the United Fund of Allegheny 
County to select a boy and a girl 
to represent all the other children 
of the area, and we made the pres- 
entation to them. 

This decision added greatly to the 
human interest of the whole affair. 
The children were attractive and 
excited, but responded readily to all 
our directions. At first, they were 
somewhat afraid of the animals, but 
their fears were soon overcome, and 
shots of them playing with the deer 
were featured on television that 
night. 

The crowds that came the first 
morning exceeded our expectations 
by far. We had written a small 
folder on Otto and Helga, as we 
had named the deer, which told the 
story of a reindeer’s life in Norway 
and how this pair had come to 
America and been purchased by our 
bank. While we took some poetic 
liberties in the writing, the booklet 
was based on fact. We had no other 
way of counting the number of 
visitors except by the quantities of 
booklets that were taken, and it was 
with great surprise that we learned 
that our entire printing of 20,000 
was gone by eleven o’clock in the 
morning. 


> Weighing the results that we had 











obtained, we thought that we had 
reason for the complacency that we 
all felt. Here, with a minimum of 
expenditure, we had carried off a 
promotion that had captured the 
city’s imagination and brought us 
more favorable publicity than any- 
thing that we had done before. 
Then disaster struck. At the end 
of the third day, with two more 
weeks of the exhibit to run, we 
noticed the deer becoming some- 
what sluggish in their movements. 
Could they be sick, or did the hot 
air of the building upset them? We 
had a hurried consultation with the 
zoo’s veterinarian, who finally de- 
cided they should be returned to 
the zoo, where they could be given 
more freedom and more fresh air. 
This, he felt, was important to their 
well-being, and he could not say 
when they would be in a condition 
to come back. This was the penalty 
we paid for not having been able to 
get our deer earlier, so that we 
could have had longer to examine 
them and to acclimatize them. 


>» At this point, the help of the zoo 
director became inestimable. He 
mentioned that he had some other 
deer that we could borrow and per- 
haps they would do, even though 
they were not reindeer. As this 
seemed the only answer to the 
problem, we selected two American 
mule deer, who had been born in 
the zoo and were therefore ac- 
customed to crowds. What is more, 
they were really prettier and more 
graceful than the original pair. But 
would the public accept the change? 


> Working feverishly, we prepared a 
new set of press releases, telling 
how Clementine and Sadie, as we 
named the two mule deer, were 
playing the part of friendly Amer- 
ican cousins and standing in for 
Otto and Helga, who had become 
nervous from the crowds. Then we 
sat back to await public reaction to 
this substitution, but we did not 
have to wait long. 

The success of our original an- 
nouncement paled into nothing 
compared with the interest that 
greeted this new turn of events. 
The newspapers ran the whole story 
over again, television stations 
broadcast new pictures of the 
“stand-ins” as they became known, 
and all the people that had made 
special trips to town to see Otto 
and Helga got back into their auto- 
mobiles to return and take a look at 
Clementine and Sadie. 

The wire services picked up the 
story, and our clipping service be- 
gan to send us items from across the 
country about bashful Gtto and 
Helga, while the local editors — for 








the first time in our experience with 
promotions — began asking us 
questions rather than waiting for 
releases. 


> To cap it all, a young office work- 
er, who had apparently been visit- 
ing Otto and Helga regularly during 
their brief stay, was moved to 
poetry and wrote the following 
words, which she handed to one of 
our employes: 


“The deer 
Who fear 
The crowds 
So near 
Who peer 
And leer 
And tweak 
Their ear 
And make 
Their life 

So very 
Drear 

Have shed 
A tear 

And gathered 
Their gear 
And learned, 
I fear 

To persevere 
And absolutely 
Disappear!” 


As soon as we received these lines, 
we turned them over to the largest 
Pittsburgh newspaper, which 
promptly reprinted them on the 
front page that afternoon. 


>In many ways, Clementine and 
Sadie were even more satisfactory 
than our original pair. Among their 
more engaging habits was a liking 
for apples, which we cut up and fed 
to them in small bits at regular in- 
tervals during the day. These feed- 
ing times became well-known, and 
parents brought their children to 
help share in the feedings, for we 
gave out slices of apple to children 
among the spectators. 

For two weeks, the crowds kept 
coming. Our little folder on Otto 
and Helga went through several 
reprintings, as people started using 
it as their personal Christmas card, 
and the press book filled with clip- 
pings about our newsworthy deer. 


> Then at last the day arrived when 
they had to be returned to the zoo. 
It was with actual sorrow that we 
saw the deer moved away and the 
pen torn down. For more than three 
weeks, we had spent a large part 
of our time in caring for these ani- 
mals, worrying about them, and 


handling the publicity on them. It 
seemed as though the days would 
be a little empty with them gone. 
But we had this consolation. Our 
deer had cost us $1,600. Accounting 





for the cage, the display on Norway, 
and other extras, we had spent a 
total of about $2,500. 

In return, we had been on tele- 
vision four times, we had collected 
countless newspaper clippings and 


photographs, had been on radio 
again and again, and our deer— 
with their favorable association 
with our bank—were well known 
to almost all the million and a half 
people who live in Pittsburgh and 
its environs. 


>’ But looking back on it all and 
the decision we so lightly made that 
October afternoon, we think that 
our greatest satisfaction was ex- 
pressed in an advertisement we ran 
just before Christmas. “The magic 
and mystery of Christmas,” it said 
in part, “awaken in the heart of 
every man the desire to speak with 
his fellows and to share with them 
the gladness of this season . . . As 
individuals, it is not difficult to 
speak of such things. But as part 
of an organization, the task be- 
comes more difficult. So, for several 
years, we at Mellon Bank have 
published Christmas messages in 
which for once we can talk as the 
people we are—not as the business- 
men we usually appear to be. This 
year, instead of our customary 
Christmas message, we purchased 
two reindeer as a gift to the chil- 
dren of western Pennsylvania. We 
meant this purchase as_ nothing 
more than that—a simple expres- 
sion of ‘merry Christmas’ from us 
at Mellon Bank as individuals. And 
the fact that the gift has been re- 
ceived in that same spirit has 
pleased us as individuals.” 

In sales promotion, as in every- 
thing else in life, there are two 
satisfactions: the one that comes 
from doing a good professional job, 
and the one that comes from doing 
what we like to do as people. Otto 
and Helga, who have since re- 
covered their health completely, and 
Sadie and Clementine, showed us 
how to combine these satisfactions. 

44 
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this is where buyers 
meet your products head-on. 
Get the best locations. Give your 
product every competitive 
advantage it deserves 
and needs, to cash in on all 
your other advertising 
up to this point . .-. 
Display it First Class in 

AMDCO Quality METAL Displays AMERICAN THREAD COMPANY 
for First Class results . . . 


Call or write A. M. Deeco. Find out 
how other big sellers do it... 
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By Garrett P. Orr 
Associate Art Director 
Outdoor Advertising Inc. 
New York 


It is up to the art director or de- 
signer, faced with an outdoor post- 
er assignment, to present his mes- 
sage effectively. The successful out- 
door poster must do three things: 


1. It must catch the eye. No mat- 
ter how convincing its message, if 
a poster is not seen, it is wasted 
effort. It must have eye appeal de- 
signed to compete successfully for 
attention with surrounding build- 
ings, store windows, vehicular traf- 
fic, traffic signals and other out- 
door designs. 


2. It must be remembered. The 
prospective customer must feel that 
its message is aimed directly at 
him. The word message must be 
brief and to the point. If a human 
interest situation is involved, it 
must be familiar to the viewer. It 
should convey a feeling of personal 
relationship between the viewer 
and the poster and ultimately, of 
course, between the viewer and the 
product advertised. Concerning 


This article is abridged from “Art Di- 
recting.” edited by Nathaniel Pousette- 
Dart, and published by Hastings House. 
New York. 


or POSTERS 


if you want your outdoor posters to be more 


effective, take a tip from this article, with its 


sound advice based on solid experience. 


sales, if a poster is not remembered 
it may as well have not been seen. 


3. It must build up an impulse 
to buy. In the final analysis this 
is the vital test of a poster. All 
other factors are aimed at this one 
point, Sales, with a capital S. It 
is almost impossible to put down 
any set rules for putting successful 
“sell” in a poster. However, if the 
poster has eye appeal, has remem- 
brance value and conveys a con- 
vincing message applying directly 
to the consumer, it usually follows 
that it will stimulate sales. 


> In the vast majority of posters, 
the picture is of first importance in 
reaching people and appealing to 
them, for pictures speak a universal 
language. Pictures and word copy 
should tend to read as one—be 
easy to grasp—and register with 
singleness of effect. There may be 
occasions, however, when an all- 
lettering poster will do a better job. 
The decision as to treatment will 
depend on the specific problem in- 
volved. 

The component parts of a poster 
should be organized and combined 
so as to form not more than three 
main elements. In these three ele- 
ments, the designer must often fit 
a sales message or caption, an illus- 
tration to dramatize this caption, a 
picture of the product, the name 
of the product, the name of the ad- 


vertiser and, at times, a trademark 
and slogan. 

Wherever possible, an attempt 
should be made to reduce not only 
the number of component parts, 
but the number of elements. Almost 
without exception, the resulting 
poster will be more forceful and 
have more selling quality. However 
if a number of “musts” have to 
be included, simplification may be 
accomplished by the use of panels, 
by overlapping one element over 
another, by letting the product 
carry the name or by combining 
related elements. 


> The illustration must attract the 
eye and tell its story in the same 
breath. This rules out subtlety and 
frills. Simplification and the elim- 
ination of unnecessary detail is of 
the utmost importance. If possible, 
the silhouette should convey the 
intended meaning. Frequently a 
straight profile will express better 
than any other view. This point is 
well-illustrated by the contrasting 
front and side views of a person 
drinking from a glass. If silhouette 
value is strong, even though the 
viewer does not have time to take 
in all the details of the picture, he 
will get your story. 

Pictorial elements should be made 
as large as possible. Full length 
figures have a tendency to look 
small on a poster. The art director 
should employ the “close up” tech- 
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FOR EXHIBIT PLANNING- 
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successful 
exhibits! 
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BUILD 
ACCURATE 
RELEASE 
aR 


With the Only 
Complete Listing 
of Over 3450 
Business, Farm 
and Consumer 
Magazines 


BACONS 


PUBLICITY CHECKER 
6th Annual 


NEW 
ale ® for 1958 


PERMANENT 
N EW NUMBERING 


New system gives perma- 
nent serial numbers to 
each magazine. Makes 
list building fast and easy. 


OVER 2000 
CHANGED 
LISTINGS 
FOR 1958 
6%" x 9%" 
320 pages 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%” x 9%” 
size, 320 pages. Write for your copy today. 


PRICE $18.00 
Name 


Sent on Approval 


Company 
Address 
City 

Bill: |) Me 


State___ 
0 My Company 


BACON’S CLIPPING BUREAU 


14 E. Jackson Blvd. Chicago 4, Illinois 
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Siihouette or side? 
Which gives better 
and more rapid 
recognition? 


nique as often as the situation per- 
mits. A portion of a head or the 
head and shoulders will frequently 
tell the story. Let the picture sug- 
gest something larger than the 
drawing itself. This will result in 
a far more dramatic and powerful 
poster. 

The illustration must contrast 
with the background so that as 
a mass it is identifiable from a 
distance. Background detail should 
be played down so as not to dis- 
tract the attention from the center 
of interest. In fact, flat back- 
grounds are usually best. Dark 
backgrounds call for predominant- 
ly light figures and, of course, light 
backgrounds are best for predom- 
inantly dark figures. The use of 
color is also important and helpful 
in achieving this silhouette quality. 

The range of colors in poster ad- 
vertising is unlimited. The use of 
color in posters is a study in itself. 
However, strong bright comple- 
mentary color schemes with plenty 
of contrast are more effective than 
pastel harmonies. Excessive varia- 
tions of tone, too much delicacy of 
patterns, use of tints or indefinite 
hues should be avoided. Probably 
because of the great amount of 
ultra-violet light outdoors, warm 
colors seem to have the best out- 
door carrying power. 


> The art director usually makes 
numerous rough “thumbnail” 
sketches in small size until he is 
satisfied with the arrangement and 
design of the basic elements. He 
frequently ends up with several 
different, but sound visual ap- 
proaches. He then carries these se- 
lected roughs to a degree of finish 
which will enable the advertiser 
to make a final choice. Normally 
these are color sketches, often 
comprehensive in form. 

Following the advertiser’s ap- 
proval of the design, the art direc- 
tor must then consider what artist 
he will employ to make the finished 
art. Much will depend upon the 
nature of the subject matter. Some 
artists specialize in food, beautiful 
girls, animals, character studies, and 


so forth. 

Since the finished art is not ren- 
dered in actual size — the size of 
the standard poster is 8’8’x19’6” — 
the artist must make compensation 
for this enlargement when he makes 
finished art. A size frequently used 
is 16x36”. 


> In most cases a second artist or 
“lettering man” must be employed 
to do the lettering. Letterers are 
available who specialize in poster 
work. However, any competent let- 
terer will be able to do a good post- 
er job if he keeps certain funda- 
mentals in mind. Good straight sans 
serif lettering of a little better than 
average weight or thickness is best 
for poster copy. Script, Old English, 
or fancy lettering are undesirable 
because of poor legibility. 

Lettering must be legible for 
quick reading, reading at a fair dis- 
tance, reading from fast-moving ve- 
hicles—hence the need for simplic- 
ity. 

Staggered or trick lettering is not 
suitable for posters. Straight hor- 
izontal lettering is best. The size 
of letters varies with the impor- 
tance of the message. However, let- 
tering which will reproduce to less 
than four inches in height on the 
posted panel will not be readable 
at any great distance. 

Currently there is a trend to low- 
er case lettering on the theory that 
the eye is more accustomed to low- 
er case type and will therefore read 
it more easily. Naturally, the most 
important section of the message 
should be given the key spot in 
placement. 

It should be borne in mind that 
the average reader reads most 
easily from left to right, so if there 
are two or three blocks of word 
copy, they should be arranged to 
take advantage of this tendency— 
thus, in general the trademark, 
signature or product will be most 
effective in the lower right hand 
section of the poster. 

Lettering frequently serves as 
an element of design. For example: 
it may be slanted to indicate speed, 
it may be shown in perspective as 





long as it retains legibility, it may 
be given a third dimensional effect 
or be printed in fluorescent ink on 
a dark background. © 


> Although the 24-sheet poster is 
the most widely used form of out- 
door advertising, there are other 
important classifications of the me- 
dium upon which the art director 
will be asked to apply his talents. 

Advertisers often use the 3-sheet 
poster to supplement 24-sheet post- 
er programs. The 3-sheet usually 
is printed in three sections and as- 
sembled on a sheet metal panel sur- 
rounded by a narrow wooden mold- 
ing, the outside measurements of 
which are 8’ 7x4’ 10”. Like the 24- 
sheet, it is usually reproduced by 
lithography or silk screen. 

Big brother to the 24-sheet post- 
er is the painted bulletin. These 
differ from 24-sheets both in size 
and character. The bulletin is larger 
than the 24-sheet and is generally 
much longer in proportion to its 
height than the poster. Bulletins 
will vary, but the average painting 
area is four units of length to one 
of height. 

As the implies, bulletin 
copy is painted on the surface of 
the structure rather than being 
posted on it. Original or finished 
art for the bulletin should be done 
to scale. It is called a “painter's 
copy” or “painter’s guide.” This is 
usually made 1%” to 1” to the foot. 
Blueprints or tracing with a color 
key are then usually made and 
these, with colored photographic 
prints of the pictorial material, are 
sent to the plants where the bulle- 
tins to be painted are located. 


name 


> The same basic principles of de- 
sign apply to painted bulletins as 
apply to 24-sheet posters, only more 
so. As in poster design, a brilliance 
of color is demanded. The number 
of colors which may be used is 
almost unlimited. However, be- 
bulletins must be hand 
painted, simplicity is of great im- 
portance. Complicated color blend- 


cause 


Painted Bulletin . 


ing and use of any unnecessary de- 
tail should be avoided. 

Both 24-sheet posters and painted 
bulletins are frequently illuminated 
for night time value, but the most 
spectacularly illuminated outdoor 
advertising is just that—the “spec- 
tacular.” A spectacular is usually 
considered to be a large permanent 
sign individualized with special 
lighting and action effects. A good 
example of a spectacular would be 
one of the large flashing signs in 
Times Square, New York. 

The semi-spectacular is basically 
a painted bulletin to which can be 
added in varying degrees, neon 
lights or bulbs within the panel or 
on top of the structure, three di- 
mensional effects, illuminated plas- 
tics, animation, reflector material, 
and in selected locations where 
there is not too much competing 
light to spill over onto the face of 
the bulletin, a combination of fluor- 
escent paints and special lighting 
which combine to give an effect 
known as “black light.” 

The design problem in connec- 
tion with spectaculars or semi- 
spectaculars is somewhat similar to 
that of the motion picture animator 
or the television art director. The 
designer’s palette is light and mo- 
tion. Instead of producing finished 
art for the lithographer, he works 
with blue prints for engineers and 
electricians. 


>In the final analysis, however, 

whether he is designing 3-sheets, 

24-sheets, painted bulletins or spec- 

taculars, the basic principles of good 

poster design apply in every case. 
The design must have: 


e An Idea. . . The most important 
element, regardless of art or tech- 
nique, is the idea. It is the means of 
putting across the sales 

and making it remembered. 


message 


@ Interest. . . The design must at- 
tract the eye and hold it long enough 
to convey the message. 


© Simplicity. The whole design 


. This big brother to the 24-sheet poster is usually four times as 


long as high, and has its copy painted on its surface rather than being posted 
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MOTION FOR 
YOUR PROMOTION 


¥% Compare price 
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get MILES 
ahead of 
competition 

by displaying your 
package here 


as well as here 


4 Devote 


MULHOLLAND - HARPER 
TRUCK SIGNS give you ex- 
cellent package identification 
from shipping platform to 
dealers. Baked-Enamel-On- 
Aluminum Signs reproduce 
your package exactly, as large 
as you wish, with bright, 
sparkling colors. No rust, no 
chipping; lightweight, too! 
MULHOLLAND - HARPER 
DEALER SIGNS give you an 
opportunity to identify your 
package where it’s sold. Color- 
ful, attractive designs; rust- 
proof aluminum construction 
assures long life. Mulholland- 
Harper makes plastic, metal 
and Scotchlite signs of every 
type for every purpose, for 
local and national advertisers. 


Write for free folders on 
signs made to your order by: 


MULHOLLAND - HARPER 
COMPANY 


Half a Century of Sign Design 
and Manufacturing 


5808 Tacony Street 
PHILADELPHIA 24, PENNA. 
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| Electric Spectacular . . 


CHEVROLET 
} } 
a 


oe fled 


tre 


. Because of its cost, this type of outdoor sign is suited to high 


traffic locations only. Times Square, shown here, has one of the world’s greatest con- 


centration of spectaculars. 


must be able to be seen at a glance. 
Eliminate unnecessary detail. 


e Brevity. . . Word copy should be 
short enough to be read by passing 
motor traffic. 


© Legibility. .. The message will be 
lost on a large segment of the possi- 
ble prospects if the word copy and 
pictorial situation does not carry 


| for a considerable distance. 


® Familiarity. . . The viewer must 
identify himself with the situation 
and the product. 


® Color. . . To compete with the 
surroundings, color should be pleas- 


| ing to the eye, but vivid in hue and 
| strong in contrast. 


® Originality. . . This is what you 


| are hired for. 4 


By The Side Of... 


Variety of Attractions 
Seen in Outdoor Signs 


What element does an outdoor 


| sign specifically need to capture the 
| public’s attention? 


A round-up of apparently suc- 


| cessful outdoor signs leads to the 
' conclusion that here is a medium 


which can use a variety of appeals. 


| Apparently the only requirement 
| for a successful sign is that what- 
| ever the attention-getting device, 
| make it good. If the device is size, 
| then make it really big, etc. 


The following outdoor signs are 
fairly good samples, we feel, of a 
sign capturing attention because of 
the domination of one element— 
size, piquance, or unusual design. 


Giant Suspension Reported to be the 
For Reynolds world’s largest, this 

all-aluminum, high- 
way sign stands 80x100’ on the Wil- 
low Run Expressway, 20 miles west 
of Detroit. 

Holding a giant reproduction of 
a box of Reynolds’ Wrap alumi- 
num foil plus a simple advertising 
message, the sign was developed to 
enable legible viewing by motorists 
300 to 500 feet away. 

That Reynolds was successful is 
proven by the fact that this sign 
enables 60-second viewing from a 
car traveling 60mph as opposed to 
the normal, split-second view a mo- 
torist gets of a conventional sign 
along the right-of-way. 

Wire cables bear the load of the 
display elements and do away with 
the need of large and expensive up- 
right supports. 

Maintenance is also eliminated 
since the aluminum construction 
has a high resistance to corrosion. 

The sign was designed by Land- 
Mark Advertising Inc. Silver 
Spring, Md. 


From Latrobe Local interest and 
To London foreign flavor is 

the theme in a 
series of special-interest outdoor 
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Sun Valley photo 
courtesy Union Pacific 
Railroad Company. 
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A world 


of difference 
in colorful 


performance! 


Alamo tExtand Cover 


Smooth Vellum Finish 


Alamo Text, Basis 80, 


This insert lithographed on 







Sun Valley photo 
courtesy Union Pacific 
Railroad Company. 
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Alamo TEXT\and COVER 


Smooth Vellum Finish 


Basis 80, 


Alamo Text, 


adds prestige to every t 
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This insert lithographed on 
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Color photo 


made expressly 


for this insert. 





é Alamo TEXT and COVER 


Quality controlled from pulp to package 


Text weights: 


Cover weights: Basis 20 x 2 


CHILLICOTHE PAPER CO. 


Chillicothe, Ohio 





posters for the Jones Brewing Co., 
Smithton, Pa. 

The posters are placed around 
the western Pennsylvania area and 


McKeesport to Madrid . . . Incongruous 
tie-in of foreign travel and local flavor, 
in outdoor poster series, is capturing 
attention both locally and abroad. 


each one features the name of a 
local town in the area plus some 
foreign city, in copy reading: “From 
Steubenville to Siam ,—Stoney’s 
Means a Smoother Beer,’ “From 
Pittsburgh to Paris,” etc. 
Illustrations carry out the theme 
by showing the Stoney Beer “old 
gentlemen” in the locale and the 
garb of the distant cities mentioned. 


Larger Capturing spotlight 
Than Life! attention in down- 

town Pittsburgh, a 
spectacular outdoor display features 
a gas hot-water tank that is 31 


Giant for Gas . . . Representatives from 
Pittsburgh natural gas companies and 
Rudd Mfg. Co. look approvingly at co- 
operative display featuring a giant-size 
gas water heater. 


times as large as a standard 30-gal- 
lon tank. 

To give some idea of the size of 
the unit, it would be able—were it 
a working model—to supply water 
for 275 baths an hour figuring on 
a 925-gallon capacity at 180° stored 
water temperature. 

The display is being shown on a 
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When the ‘‘Signs”’ are right. 
YOU GET RESULTS! 


You don’t have to beat the bushes for business when 
your sales plans include signs by Texlite. They’re 
working for you, around the clock .. designed right 
to get maximum results ..engineered right to give 
longer service at less maintenance cost. 


For 10 signs or 10,000 .. in porcelain enamel, plastic 
or combinations of these two outdoor materials.. 
four hundred sign craftsmen are at your service. 
And Texlite’s modern, 160,000 square foot plant is 
fully equipped to produce “silent salesmen” you can 
depend on to reach more people, at lower cost, than 
any others you can use! 


4 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .. This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most successfully sales-minded 
companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way Dallas, Texas 
Offices in Principal Cities 


8 & S S$ S& To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., Chicago 
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cooperative basis with Rudd Mfg. 
Co. supplying the heater, and the 
natural gas companies of Pittsburgh 
leasing the space. 


Two-Faced Unusual sign erect- 
Sign ed on the site of 

the new Museum 
of Science building in Boston, not 
only shows the same face on either 
side, but also features a thermom- 
eter that registers donations col- 


HOLLYWOOD KANT acon el dian ek: seaisters, donations 


Back-to-back sign is easily vis- 


P : able to both vehicular and pedes- 
g Display trian traffic, yet does not take up 
oge : rr valuable 


parking space. Copy, as 


well as picture and thermometer 
DRA PES Rs is the same on both sides. 44 


Perfect for 


EXHIBITS * CONVENTIONS © FAIRS . Ae y aa 
* STORE BACKDROPS & VALANCES | i <n at | One-Man Movability 


* SALES MEETINGS * SHOWROOMS dle? 5 | Featured in Display 
* WINDOW DISPLAYS ° TABLE 4 ary’. Y 3 f 


couemenar 7c" tee ce". "| 1} = A flexible, lightweight display 
CHAIR SLIP COVERS a f | unit of all-aluminum that can be 

carried and set up by one man has 
been developed by the Slanhoff Mfg. 
Co., Mount Vernon, N. Y. 


Here is the magnificent, 
memorable, modern way to 


achieve name display. Holly- Suitable for use in hotel rooms, 
wood Logo Display Drapes use & % conventions, reception rooms, etc., 
your name or trademark to 4 > ~ | the unit bears the trademark of 
provide a complete, flexible, 
colorful background that is a4 

" 


easy to ship, shape, hang and ff =e >| .s rg 


Yo © “Pitchmaster” and features a novel 
> 5 = Bi . 

6 |. , design that allows fast setup, and 
ME P| ay interchangeability of artwork 
} 





drape. Flameproof and dry xr: panels. 
cleanable. uR NAME] f YouR|WAME |! 


ft 
Your First Low Cost Is Your Only 


Expenditure. Saves Big Money Be- 
cause You Do It Yourself! 


Send for FREE sketch of your trade- 
mark or trade name in fabric de- 
sign. Also free colorful idea booklet 
on logo drape display. 


HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
116 East 32nd Street ° New York 16, N. Y. ° TELEPHONE: OR 9-4790 


Portable Unit . . . All-aluminum struc- 
ture folds small enough for easy han- 
dling, weighs only 24 pounds. 


WitH A Yotemacter! 


An ordinary ring binder that we have made into a valuable 
selling tool . . . it sets-up and takes-down in split seconds. 
Its simplicity makes its inexpensive. Carried in stock. Also 
100s of other items. 


SEND FOR FREE FOLDER! 
S. = ue 1708 WEST WASHINGTON BLVD. 
ales oald, ° 


CHICAGO 12, ILLINOIS 
SSCHHSSSSHSSSSHSSSSSSHSHSSSHSSHSSSSSSSHOSSHSHHESSHOESEES 


It weighs 24 pounds and folds into 
a compact half-size of its open 
32x72” measurements, for easy car 
storage. 

Additional information is avail- 
able from Slanhoff Mfg. Co., 638 S. 
Columbus Av., Mount Vernon, 
N.Y. 44 
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By H. L. Clary 
Vice President and Gen. Sales Manager 

Bryant Manufacturing Co. 
Indianapolis 


Good animal trademarks don’t 
just happen, there’s a good sound 
selling reason behind every success- 
ful one. Bryant Manufacturing Co., 
known for many years as_ the 
Bryant Heater Co., made quite a 
publicity dent back in the middle 
20’s with the Bryant pup. 

Back in 1926 Bryant had a very 
special point to make to the buying 
public automatic heating 
had just arrived. The days of back- 
breaking drudgery were over. What 
would be the best way to get across 
to the buying public that automatic 
heat was safe, simple and clean? 

Bryant decided to use a dog — a 
dapper, affectionate little family dog 
called a Boston terrier. And a fam- 
ous advertising slogan of the 


“roaring twenties’ was. coined: 
“Let The Pup Be Your Furnace 
Man.” Large advertisements began 


to appear in the Saturday Evening 
Post in 1926, the work of the most 
famous illustrator of the day, Wil- 
liam Mead Prince. 

Automatic heating was so simple 
that a “pup” could literally take 
care of it. What’s more, an appeal- 
ing dog snoozing contentedly in 
front of a furnace showed it was 
safe. The pure white distinctive 


head and throat markings of the 
Boston terrier showed that auto- 
matic heat was clean. 





The Return of 
The Bryant Pup 


A good trademark character never dies. 


The Bryant pup, first introduced in the 20’s, 
has come to life in a special contest, run as part 








> Years passed and automatic heat 
was no longer a novelty. It was no 
longer necessary to show furnace 
customers that a pup could be their 
furnace man. The pup gradually 
dropped from sight. A few years ago 
a newspaper printed a story saying 
the Bryant pup was dead. And then 
the storm broke. 

“You can’t bury the pup,” said 
long-time customers, dealers and 
distributors papier-mache 
pups began appearing from attics. 
A gift shop operator in Coral Gables 
said he had been filling orders for 
cast-iron Bryant pups for years. 
Customers said they still had toy 
pups curled contentedly alongside 
their furnaces. Dealers pointed out 
they still used the pup on their 
business stationery. Distributors 
cried: “Our customers have never 
forgotten the pup!” One distributor 
said his ace salesman had a real 
live Bryant pup that went with him 
on every business call. “That pup 
opens more doors than Betty Fur- 
ness” the distributor added. 

So, yielding gladly to public pres- 
sure, Byrant is bringing back the 
pup in the month of June... . and 
with fanfare; many newspapers 
across the country carried adver- 
tisements of a giant contest to 
“Name The Bryant Pup.” Since the 
return of the pup happily coincides 
with Bryant’s Golden Anniversary 
Year, the contest winner will walk 
off with a golden Cadillac. Other 
wihners will carve up loot consist- 
ing of 165 golden home heating 










of the company’s golden anniversary. 


Premiums, Prizes & Specialties © 35 


units and water heaters. The “pup” 
will be back with a_ resounding 
smack. . .er, bark. 


> This contest, like many another, 
is designed to sell products. In or- 
der to sell you’ve got to attract 
prospects. Attracting prospects in 
the heating and cooling business 
takes a special effort. Why special? 
Dealers in our business frequently 
have small, out-of-the-way shops 
— not flashy showrooms. Prospects 
aren't used to browsing around. 
They don’t walk in and buy a fur- 
nace or air conditioner as casually 
as they would a toaster or a steam 
iron. Ours is the kind of business 
where the purchase often requires 
a family conference, a look at the 





Model Dogs. . 
of the Bryant pup went out to Bryant 
dealers to promote pup-naming contest 
that gave away a golden Cadillac to 


. These life-size replicas 


celebrate 
versary. 


the company’s golden anni- 






Its a You-Know-What! 


THE LAUGH OF THE PARTY 
IT'S DIFFERENT + IT’S PRACTICAL 


IT’S HILARIOUS 


Here it is . @ unique cocktail mixer 
that looks like a you-know-what! Perfect 
gift for home bartenders — and aren't 
we all. A hilarious conversation piece— 
watch the gags fly when you pour from 
this hospital-inspired novelty. Made of 
heavy, durable glass with non-drip pour- 
ing spout. Holds 32 ounces... 11” high 
© Order now at special postpaid price! 


Only $5.00 Prepaid 
Enclose check with order, prompt shipment 


BERTON'S Inc. 


4842 Fullerton Ave Chicago 39, Illinois 
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OF IDEAS 


BRONZE 
PLAQUES 


FREE Illustrated brochure has| 

hundreds of original ideas for| Write for FREE 
reasonably priced solid bronze| Brochure A 
plaques — nameplates, awards | For trophy medal, 
testimonials, honor rolis, me-| cup ideas ask for 
morials, markers. B 


INTERNATIONAL Bronze TABLET 


Dept. A-57, 150 West 22 St., New York 11 





“Ke PLASTIC DECALS/ 


Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


Got Something 
Special in Paper? 


o 

You can place a sample in 
the hands of 21,000 Ad- 
vertising Management 
men with an insert of your 
own stock in AR. Com- 
plete with sales message, 
too. 


Advertising Requirements 
200 E. Dllinois St., Chicago 
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budget — and tougher still, it takes 
some knowledge to purchase the 
right equipment for the job. 

So after finding a hook for the 
contest — the return of the Bryant 
pup — we went after a procedure 
that would bring prospects into our 
dealers’ showrooms and shops. We 
decided the best way to accomplish 
this would be to have contestants 
pick up entry blanks at the dealer’s. 

As an entry requirement, contest- 
ants would be asked to identify 
various Bryant products shown on 
the blank. To do this, they would 
have to look at the dealer’s com- 
plete line. They are also asked on 
the entry blank whether they are 
thinking about air conditioning or 
a new heating installation. 


> Time will prove if we are right — 
but we do know that we will have 
“xX” number of prospects going into 
our dealers’ showrooms, looking at 
their products and indicating their 
interest in heating and _ cooling. 
Since all of our prizes, except the 
Cadillac, are our own products — 
we know that every contestant will 
have at least a passing need for a 
new or improved installation — or 
he wouldn’t be interested in the 
contest at all. 

Bryant dealers were enrolled in 
the contest by salesmen, working 
for our distributors or factory 
branches. Signing the agreement 
guaranteed the dealer that Bryant 
would run a 1,000-line ad on the 
contest in a newspaper covering his 
territory the week of June 2. 

It also told the dealer how he can 
win prizes himself. He gets cash 
awards scaling down from $1,000 if 
contest winners picked up their en- 
try blanks at his showroom. He also 


ore 


participates in merchandise prizes 
that Bryant distributors will award 
at the close of the contest. These 
prizes range all the way from color 
tv sets through the smaller ap- 
pliances. 


> Participating dealers get in the 
contest by purchasing “Name The 
Bryant Pup” dealer packages. Each 
package — and dealers can pur- 
chase as many as they like — con- 
tains a full-size Bryant pup in un- 
breakable latex, 100 entry blanks, 
100 product folders, ad mats, a 
radio spot recording and a host of 
streamers, decals and other promo- 
tional aids. Only the entry blanks 
and product folders can be ordered 
“a la carte.” 

Bryant has been “teasing” 
through heating-cooling business 
publication ads, calling attention to 
a “terrific surprise campaign in 
June.” May trades are announcing 
the contest as “Another Bryant 
First.” 

At the consumer level, announce- 
ment of the contest and continuing 
promotion will be solely through 
local newspapers. However, Bryant 
has been conducting a softening-up 
campaign prior to the contest in 
New Homes Guide, House & Gar- 
den’s Book of Building, Home Mod- 
ernizing and House _ Beautiful’s 
Building Manual. 

Better Homes and Gardens car- 
ried a two-page color spread in the 
April issue and this insertion was 
designed as a prestige building ad 
to create impressions at the con- 
sumer level and to strengthen the 
Bryant name in the community. 
This ad was followed by a full page 
color advertisement in the April 21 
issue of This Week, May 5 issue of 


<I Goldk@ratll ere 


Let 
Ty 
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ae 
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Window Sign . 


Plus Many Other Prizes 


aae\ 


. . Printed on self-adhesive stock, this poster backed up national and 


local advertising that promoted contest among prospects for furnaces, drew con- 
testants to dealers for qualifying demonstration. 







































A Lucky Omen! 





Bryant distributor Paul Leffel of the 
Leffel Co., Kansas City, Mo., has no 
trouble motivating his dealers on the 
“Name The Bryant Pup” contest. “Tell 
your customers it's easy to win con- 
tests,” Leffel said. He had just won 
a Mercury Station Wagon in an Ed 
Sullivan promotion. 












American Weekly and May 19 issue 
of Parade Sunday Supplements. 


> The contest is being handled by 
the Reuben H. Donnelley Corp., 
Bryant’s agency is Applegate Ad- 
vertising, Muncie, Ind. 

The next time you hear someone 
saying his business has “gone to 
the dogs,” tell him about the Bryant 
pup. 44 


Premo Offers Samples 
Of Goodwill Booklets 


Samples and details on a series of 


goodwill booklets for dealer and 
consumer use are available from 
Premo Sports Publications, New 
York. 


Based on sports enthusiasm, the 
business-builder booklets include 
the following titles: 


® Football Time 
e Hunting Tips 
® Boxing Booklet 







@ How to Score a Fight on TV 


e Better Bowling 






In addition to those booklets al- 
ready available for premium use, 
Premo Publications is readying an 
additional series including two for 
dog owners, football and baseball 
handbooks for boys, and another on 
boating. 

The colorfully-designed covers of 
each booklet contain plenty of space 
for company imprint and message. 

. » » for more details circle 721, page 105 






















STRATHMORE 






Prominent Users of Strathmore Letterhead Papers: No. 131 of aSeries 











Sixty seconds after the 
picture is snapped, the 
Polaroid® Land Camera, 
Model 80A, has developed 
a photographic print! 


@® 


POLAROID CORPORATION 


CAMBRIDGE 59, MASSACHUSETTS 


the image of Quality! 


Look at the letterheads that come in your mail. Pick out 
those that have a rich, attractive texture—a satisfying feel in 
the hand —an air of quality. Then examine their watermarks. 
Strathmore? Very likely, because countless firms like Polaroid 
Corporation use Strathmore Letterhead Papers to make certain 
that the quality which they achieve in their products is reflected in 
their correspondence. 


Polaroid Corporation introduced its revolutionary con- 
cept in picture-taking about a decade ago. In the ensuing years 
Polaroid has enjoyed the most rapid growth of any organization in 
the industry, with the number of cameras sold well over the million 
mark. Today’s new Polaroid Land Cameras, coupled with the new 
highly sensitive Polaroid Land films, make pictures in 60 seconds 
that are of extraordinarily good quality. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND, STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 





Better Papers are made with Cotton Fiber 


MAKERS OF FINE PAPERS 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 
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ONE 
THE 


FOR 
ROAD 


Martinson’s coffee posts have become 


a tradition in its trading area, 


and have brought the company many 
safety awards and lots of good will. 


By David North 

Advertising & Public Relations Director 
Jos. Martinson & Co., 

New York 


In the ever-increasing competi- 
tion between brands, companies 
search desperately for new means 
of relating themselves and their 
products to consumers. With adver- 
tising and public relations inun- 
dated by commercial corporations, 
the new frontier is “Community 
Relations.” 

An offspring of public relations, 
community relations has become 
a vital entity unto itself. Many com- 
panies now operate a_ separate 
Community Relations Department. 


> The newest firm to join the com- 
munity minded ranks is Jos. Mar- 
tinson & Co. Inc., roasters of Mar- 
tinson’s and Aborn’s coffees. An- 
nually this regional company op- 
erates a community relations 
program which has become na- 
tionally known and respected. 

During the Christmas and New 
Year’s holiday periods, highways in 
75 communities in the northeastern 
part of the United States suddenly 
sprout red and yellow metal signs 
which invite motorists to drop into 
police headquarters for a free cup 
of hot coffee. 
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Outside a Police Station . 


. . In Jersey City, a patrolman hangs 


up a sign from Martinson, marking a place where a holiday 
celebrant can get a cup of coffee before driving home. 


Accepting such an invitation, the 
motorist is handed a paper cup 
filled with Jomar Instant Coffee 
(one of Martinson’s major prod- 
ucts in New York, New Jersey and 
Connecticut) or Aborn’s Instant 
Coffee (if the motorist is in Massa- 
chusetts or Rhode Island), and is 
offered free sugar and cream as 
well. 

The motorist can have as much 
coffee as he or she desires. It’s on 
the house. The police can afford to 
be generous. The entire cost of the 
coffee bar is underwritten by the 
Martinson people. 


>» Since 1953 in each of the 75 com- 
munities, located in the five-state 
territory, the Martinson Co. has 
underwritten the entire cost of the 
“Free Coffee For Tired Drivers” 
campaign. 

Underwriting such a project in- 
volves only a $7,500 a year budget. 
It includes the coffee making 
equipment, coffee, spoons, promo- 
tional material, heavy gage di- 
amond-shaped steel road _ signs, 
Scotch-lite arrows for the road 
signs and milk. Paper cups are 
supplied gratis by the Lily Tulip 
Paper Cup Co. and sugar is donated 
by the American Sugar Refining 
Co. 

The idea for the successful an- 


nual project came to me in 1953 
when I was fishing around for some 
important project to highlight the 
company’s affairs to consumers. 

Falling back on the many-years- 
old slogan “Make Your One For 
The Road Coffee,’ expounded by 
the House of Seagram and the Pan 
American Coffee Bureau, I went 
one step farther and set up an 
actual free coffee bar (a mighty 
crude one) in police headquarters 
in Long Beach, N. Y. The response 
was so excellent that a number of 
police departments in the metro- 
politan New York area wrote the 
company and requested that they 
be permitted to join in the program 
the following year. 


> In 1954, Martinson played host to 
25 police chiefs in New York to 
announce the expansion of the holi- 
day project. By now the project had 
risen from the gimmick level to a 
class community relations project. 
In 1955 the number of communities 
rose to 76 where it stayed in 1956 
because of a lack of sufficient per- 
sonnel to manage any further ex- 
pansion. 

The project is still administrated 
by me, with the assistance of two 
Martinson associates. One, George 
Kenyon, who represents the com- 
pany in the upstate New York 
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Coffee Bar . . Two members of As- 
bury Park’s police force get ready for 
their annual holiday rush. 


area, is an ex-New York State 
Trooper. The other, Jack A. White, 
is the Martinson division manager 
in New England. Both keep in con- 
tinuous contact with police depart- 
ments in their areas under super- 
vision of the home office. My family 
doesn’t see me for the two weeks 
before Christmas (I’m out on the 
road lining up the promotion). 


>» The project operates comparative- 
ly simply. In September, police 
departments receive a letter invit- 
ing them to participate again in the 
holiday project. With the letter are 
order blanks (to order replacement 
of parts and coffee, etc.) and a re- 
turn envelope. At the same time, 
the police departments are asked 
to note if they or some civic group 
will handle the public relations of 
the project. 

Separate press and promotion kits 
are sent to the police and local civic 
groups within a week after the 
company receives acceptances. The 
press kit contains releases which 
the chiefs retype on their own sta- 
tionery and release to local radio, 
tv stations and newspapers. Each 
release contains a releasing date so 
that stories break at the same time. 
In addition, instruction sheets on 
coffee preparation, setting up the 
coffee bar, posting the road signs, 
local community activities are in- 
cluded in the kits. 

Photographic coverage of projects 
are handled by chiefs locally. How- 
ever the company sends out photo- 
graphic teams to shoot such pic- 
tures as they feel would have 
regional or national interest. 


> Although the temptation is great, 
the company has made sure that 
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they didn’t cash in commercially on 
the project. Many companies might 
feel tnat they could use the project 
as the excuse for moving extra 
merchandise through mass super- 
market displays. The Martinson 
people have warned their sales 
force not to try to cash in on the 
promotion. And we don’t advertise 
there and then, to avoid the im- 
pression we're capitalizing or pa- 
tronizing. 

Press coverage on the project has 
been excellent. Brand mention is 
usually included in the newspaper, 
radio and television coverage of the 
projects. Even more satisfying are 
the results of a survey the company 
made in forty cities in 1956. In 
1954, before these cities joined in 
the project, they reported 169 acci- 
dents and injuries. In 1955, after 
they joined the project and oper- 
ated it once, they reported only 54 
accidents and injuries. 


> The chiefs have themselves recog- 
nized the value of the project — 
not only in reducing accidents but 
in alerting the public to the prob- 
lems of exhaustion behind the 
wheel and to building better rela- 
tions between the police and the 
community. 

Recognition came last year from 
the New Jersey State Safety Coun- 
cil and the Greater New York 
Safety Council. Both officially en- 
dorsed the project as a definite aid 
in cutting down holiday accidents. 
Both noted that exhaustion and 
fatigue were major contributors to 
accidents involving vehicles and 
both noted that the project would 
help cut down on these types of 
accidents. 

Typical of comments from police 
was the one from the Chief of the 
Hudson County Boulevard Police 
Department in New Jersey, who 
noted that since they joined in the 
project they had the lowest accident 
rate in more than 40 years. 


> The metal road signs used in the 
project are 20x20’ diamond shaped, 
baked enamel signs. 

Directional arrows which are 
mounted by police on the signs are 
cut from rolls of Scotch-lite by 
Transparent Products Inc., New 
York. 

Bumper strips, window signs are 
supplied by the Pan American 
Coffee Bureau and imprinted by a 
local printer. 

Coffee-making units used are 
Silex bowls and two position single 
stoves. 

Lily Tulip supplies new China- 
Cote cups while American Sugar 
supplies Domino dots. 44 


ASNA Discusses Dispute 
Over Santa in Business 


Is the practice of business Christ- 
mas gifts an extension of a beautiful 
tradition or crass commercialism? 

Companies presently involved in 
searching their corporate souls for 
an answer to this growing con- 
troversy will find a two-sided book- 
let released by the Advertising Spe- 
cialty Natl. Assn., a helpful referee. 

Entitled “Santa Claus in Business 
— Is He There To Stay?” the book- 
let presents the various points of the 
controversy step by step and gives 
answers from both sides. 

In addition to the controversy 
issue, the ASNA booklet gives facts 
showing the increasing trend 
toward Santa in business and gives 
approximate figures on the costs of 
business-giving. 

- + « for more details circle 723, page 105 


A Card For November 
You Send in December 


Offering Christmas goodwill the 
year round, the Kenway Products 
Co., Milwaukee, has combined 
“Season’s Greetings” and a pocket- 
size gas-mileage calculator in one 
item. 

Called “Mile-O-Dial,” the rotat- 
ing dial card, colorfully printed in 
Christmas red and Holly green on 
glossy Kromekote stock, is available 
with sender’s name and a “Merry 
Christmas and Happy Driving” 
message. 

Additional details are available 
from Kenway Products, 759 N. Mil- 
waukee St., Milwaukee 2. 44 


Ad Specialty Catalog 
Offered by Hewig 


A new 48-page catalog illustrat- 
ing a wide variety of ad specialties 
is available from Hewig Co., New 
York. 

Redesigned in format, this eighth 
edition of the Hewig Catalog offers 
close to a hundred new products — 
in addition to perennially popular 
items — now available for sales 
campaigns, convention give-aways, 
direct mail, etc. 

- « « for more details circle 724, page 105 


Elmira Gives Details 
On Planned Premiums 


Reflecting the trend toward using 
premiums as part of an over-all 
sales promotion — instead of as 
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gimmicks thrown in as an after- 
thought, a folder from the Elmira 
Greeting Card Co., New York, de- 
tails the facilities and advantages of 
a planned premium service. 

In addition to listing the com- 
pany’s facilities concerning its pre- 
mium service, the folder also in- 
cludes ten very helpful hints to fol- 
low when selecting a premium pro- 
motion. 

- « . for more details circle 725, page 105 


New Working Miniatures 
Introduced for Mailers 


A working nutcracker—so tiny it 
can fit in an ordinary peanut shell 
—has been introduced by Gries Re- 
producer Corp., New Rochelle, N.Y., 
as the latest in the company’s line 
of miniatures for mailers. 

Previous miniatures in the line 


In a Nutshell! . . . A working nutcrack- 
er, so tiny it fits in a nutshell, is shown 
by Gries Reproducer Corp. as a sample 
of its line of ‘‘miniatures for mailers.” 


include working pliers, scissors, 
jacknives, etc. All items are of zinc 
alloy with movable parts § and 
bright plate finishes. 
A sample of the nutcracker is 
available. 
. » . for more details circle 726, page 105 


Personal Appeal Premiums 
Boost Pre-Holiday Sales 


To keep its pre-holiday sales up 
to normal and above expectancy, 
Canada Dry unveiled a premium 
promotion this season that offered 
the consumer Christmas greeting 
cards personalized with his own 
photo, plus matching envelopes. 

Advertised on_ special bottle 
sleeves in the form of a gift certifi- 
cate, the promotion enabled the 
consumer to obtain a dozen cards 
by mailing the gift certificate, his 
favorite photograph, and $1 to the 
company. 

To impress the consumer that the 
cards were not conventional paste- 
on photo cards, but de luxe folders 
with the photo printed as an in- 
tegral part of the card, the com- 
pany featured actual samples of the 
cards in store display materials. 


The cards were decided upon as 
Canada Dry Christmas premiums 
after Pittsburgh market-testing last 
year showed sales for the two- 
month period reaching an alltime 
high. 

The promotion was backed up by 
national ads in consumer publica- 
tions and newspapers, plus radio 
and tv coverage and dealer mats for 
local use. 44 


Gummed ‘Thermo-Fax’ 
Eases Label Making 


A new Thermo-Fax product 
makes it simpler than ever to main- 
tain up-to-the minute mailing lists. 
The new sheets, which have the 
regular Thermo-Fax properties, are 
gummed on the back and are per- 
forated into 33 rectangular labels. 

When a mailing is to be made, the 
master list—on ordinary typing pa- 
per—is placed on top of a sheet of 
the new paper and run through any 
Thermo-Fax copying machine. This 
produces a sheet of labels, ready to 
be separated and attached, in ap- 
proximately four seconds. 

There is no need to proofread the 
new labels, and the master is re- 
tained in the file for later use. 

Two standard sizes—82x1l” and 
814x14”—are available, as well as 
special sizes upon request. The pa- 


four NEW 
PIONEER 


B. Earth Satellite Kit.........39¢ retail 


| 
D. Balloon Animal Kit......... 19¢ retail | 


Cc 
en 
| The PIONEER Rubber Company 


per can also be preprinted and 
perforated in any desired pattern. 
Samples and descriptive material 

are available. 
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Ad-O-Rama Features 
Pop-Up Viewing 


Product viewing without a sales- 
man and via the mail is now possi- 
ble with the advent of Ad-O-Rama 
from the Shurber Corp., Los An- 
geles. 

A novel self-mailer with a col- 
lapsible viewer that “pops-up” au- 
tomatically when the mailer is 
opened, Ad-O-Rama displays the 
advertisers product on a 35mm film 
transparency through a plastic lens 
“peep-hole.” 

Additional advantages include a 
built-in receptacle for literature, 
miniatures, swatches, etc., and 
easy-folding into compact post- 
card size to give it filing appeal. 

The mailer is approved for third 
class mailings and weighs only 8/10 
of an ounce without enclosures. 
Prices, including two-color print- 
ing and the duplicating of film 
transparencies, range from 35c to 
20c per mailer depending on quan- 
tity ordered. 

Additional details are available. 

- - » for more details circle 728, page 105 
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- Flip-Top Balloon Pack ...... 19¢ retail 


Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


1 need a total of premiums. Send me 
prices and samples of A B C D, (Circle 
sample needed.) | want to feed ‘em to the 
cat and see if she purrs. 


Zone —— State 


ge fo 
= Or phone Betty Wolfe at Willard 3-2211 toorder J 


December 1957 + ar «+ 41 





POLYCH ROM E 


is the perfect paper gp 7 Sor 


CRANE co 


2 


WRITE for the Polychrome Porttolid 
: containing paper samples and APPLETON COATED 
specimens of att-active jobs ) PAPER COMPANY 
printed on Polychrome, Q yf ©1200 North Meade Street 
Appleton, Wisconsin 
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Can you afford to run 
your own lettershop ? 


Leave lettershop operations to the specialists, this expert 
urges, pointing out some of the hurdles to true economy. 


By Francis S. Andrews 
President 

American Mail Advertising 
Boston 


Sometimes production men tend 
to go far overboard in making a 
mystic science of direct mail. After 
you have worked around clanking 
machinery for ten or twenty years, 
you begin to get illusions that pro- 
duction is the end-all of direct mail. 

You will hear some production 
specialists talk about printed indicia 
as against Pitney-Bowes indicia .. . 
Multigraph fill-ins vs. IBM fill-ins 

; typewritten addresses vs. 
Speedaumat addresses. 

For my part, I have never yet 


On several occasions during the past 
two years, AR has published articles 
discussing the advisability of handling 
various printing activities through in- 
ternal facilities — the so-called “cap- 
tive plant.” Previous articles have dis- 
cussed primarily the subject of major 
printing jobs. This month, we are 
pleased to present a paper delivered 
by Francis S. Andrews at the 1957 
DMAA convention in Washington. Mr. 
Andrews presents an interesting cost 
analysis on the internal handling of 
what are normally lettershop opera- 
tions. 


seen a minor production test which 
wouldn’t reverse itself in two 
weeks. In my opinion, tests of mi- 
nor differences in the physical ap- 
pearance of the direct mail package 
mean very little. Big changes in 
results come from big changes in 
copy, lists and the offer. It’s as sim- 
ple as that. 

One general rule on production 
is sufficient: quality production 
pays. Quality production gains fa- 
vorable attention, and imparts con- 
fidence to the reader. Quality pro- 
duction often makes the difference 
between a favorable attitude toward 
a particular mailing piece, and an 
unfavorable attitude toward all di- 
rect mail. 


> There is much... too much... 
emphasis placed on saving pennies 
through production  shortcuts— 
that’s a euphemism for cheapening 
the package—the worst economy in 
the whole field of direct mail ad- 
vertising. . 

The purpose of most mailings is 
to make dollars . . . not to save 
pennies. If you have watched the 
mails in the past few weeks, you 
have seen outstanding examples of 
quality direct mail. Time Inc. is ad- 
vertising a new book on American 
Art. Life is sending out its annual 
10c-a-copy savings appeal. Amer- 


ican Heritage is in the mails with 
its subscription offer. 

Look at these mailings carefully. 
They represent the highest tradition 
of quality direct mail advertising. 
These advertisers are putting out 
superbly designed and _ produced 
mailings for one reason only: their 
tests show that this extra quality 
pays, and that cheapness costs 
money. 


> Having established the principle 
of quality production, let us turn 
to the actual task of duplicating 
letters, printing envelopes, address- 
ing envelopes, and preparing the 
whole package for delivery to the 
Post Office. 

There are two ways of accom- 
plishing this production task: you 
can do-it-yourself, or you can send 
it to a reputable direct mail serv- 
ice company. 

Let’s look first at the do-it-your- 
self possibility. Many advertisers get 
into direct mail production ... a 
second and separate business .. . 
without realizing all that it entails 
in the way of costs, expert super- 
vision, level production schedules, 
maximum utilization of equipment, 
fast maintenance, skilled employe 
recruitment ... and unionism. 

There are some cases where pri- 
vate plant operation is feasible. As 
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AND 1°' CLASS LETTER 
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@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


UZ: 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 


If YOU Are in any 
of these fields... 


Paper Signs and Identification 
Printing and Binding Materials 
Premiums, Prizes, Audio and Visual Aids 

and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Sampling and Couponing Photoengraving and 
Typography and Layout Platemaking 
Labeling and Packaging Window and Store Displays 
Radio and TV Production Professional Services 


Your advertising belongs in 
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Exhibit Salesman 


For trade show and convention displays. 
Experience preferred but not essential. 
Write or call for appointment. 


MASTERCRAFT ASSOCIATES, INC. 
360 West lith Street, New York 14 
Watkins 4-9360. 
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DIP ME IN WATER 


119-E Ann St. 


Free Sample 
M. E. MOSS & CO. 
Hartford 3, Conn. 
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a matter of guidance for you, I will 
try to outline the economics of pri- 
vate plant operation. 


> There are four absolute condi- 
tions which must be met for private 
success: 


1. A level, year ’round operation, 
without production peaks or valleys. 


2. An annual volume of 3,500,000 
mailing pieces. 


3. The availability of a skilled su- 
pervisory staff, complete cost ac- 
counting control, and a pool of 
skilled, specialized labor. 


4. An operation which is self-con- 
tained, and which can utilize the 
full and total number of skills 
found in commercial lettershop op- 
erations. 


You have all read literature 
which states: “Any untrained girl 
can run this machine with only a 
few minutes training.” 

That statement is true. However, 
in nine out of ten cases, she can- 
not run it at a profit under produc- 
tion conditions. 


>» A self-contained lettershop, offer- 
ing a full range of duplicating, 
addressing and mailing services, re- 
quires 16 basic skills. These skills 
are: 


1. Lettershop typist 
Multigraph operator 
Mimeograph operator 
Multilith operator 
Letterpress operator 
Offset pressman 
Folding machine operator 
Addressing machine operator 
Inserting machine operator 
Mailing machine operator 
List maintenance clerk 
Mail sorter 
Mailer 
Cameraman 

15. Platemaker 
16. Cost accountant 


This is not a complete list of 
skills, by any means. It’s only a 
minimum basic list. Added to this 
list could be IBM machine opera- 
tors, electronic addressing machine 
operators, and many others. While 
maximum efficiency in a lettershop 
is obtained by intense specialization, 
it is possible to double up on cer- 
tain skills, cameraman and plate- 
maker for example. 

If it were possible to obtain in- 
dividuals with multiple skills, and 
if you were willing to put up with 
a certain degree of inefficiency by 
skipping from one job to another, 
you could operate a self-contained, 
moderate-sized lettershop with eight 
production employes, one super- 


visor, and one cost accountant. 

This captive plant can be run 
for an annual payroll cost of ap- 
proximately $35,000. Added to the 
basic payroll are such operational 
and overhead items as rent, light, 
heat, repairs, supplies, insurance, 
taxes, and 30 other items of expense 
which equal payroll cost. 

Thus, your operational cost for 
this minimum, self-contained let- 
tershop will be in the neighborhood 
of $75,000 per year. 


> This is not all. You must now 
add all the services which cannot 
be produced efficiently in any let- 
tershop—items such as envelopes, 
typesetting and complicated bindery 
operations. Then add your paper 
costs. You are now approaching 
$100,000 per year for the privilege 
of going into the printing and mail- 
ing business in an efficient manner. 

Now let’s add the $100,000 in 
equipment you will need. 

Translating your $100,000 yearly 
operating cost into mailing pieces, 
it works about this way: in mail 
order selling, about the rock bot- 
tom cost of any mailing in quantity 
is $60/M complete. Now let’s de- 
duct $15/M for postage, and $15/M 
for mailing list rental. You now 
have $30/M left over for paper, en- 
velopes, printing, addressing and 
mailing. 

You will have to print and mail 
3,500,000 mailing pieces per year to 
cover the expense of running a 
minimum, efficient lettershop—one 
which stands any chance whatso- 
ever of competing with commercial 
prices. 

You will have to arrange your 
scheduling on an absolutely level 
basis, regardless of what time of 
year is best for you to go in the 
mails. The minute you leave a level 
operation, costs skyrocket com- 
pletely out of hand. 


> Faced with these facts, some 
prospective private plant operators 
will say, “We'll buy printing and 
duplicating on the outside and do 
our own mailing and addressing.” 


That tying machine's so simple a 
child can operate it... but I’m not 
too sure about Wilson. . . 





The Over-All Picture 

In the January 1956 issue, AR pre- 
sented a detailed analysis of the 
pros and cons of operating inter- 
nal printing facilities. Reprints of 
this article, “Crossroads for Cap- 
tive Plants,” are available from Re- 
print Editor, Advertising Require- 
ments, 200 E. Illinois St., Chicago 
11, Ill. Single copies are priced at 
25c each; quantity prices available 
on request. When writing for this 
reprint, ask for Reprint No. 196 

- and be sure to enclose pay- 
ment if your order totals less than 


$2. 


In the first place, one of the 
alleged advantages of the private 
plant—complete control over your 
own destiny—has now disappeared. 
But, suppose we reduce the size of 
your lettershop to four people .. . 
two in the mailing department and 
two in the Addressograph depart- 
ment. Your volume is now down to 
1,000,000 mailing pieces per year. 
Using the automatic inserter—the 
only economical way to process 
large mailings—your two mailers 
can process about 4,000 pieces per 
hour—if they possess the same skills 
and abilities as the best in the let- 
tershop industry. At this rate, your 
mailers will complete your mailing 
in 250 machine hours, or 500 man 
hours. 

Assuming that with holidays, 
week-ends, vacations, sickness, and 
ball games, your men manage to 
show up 200 days a year... that’s 
3,200 hours. Deducting the 500 man 
hours used on the mailing, what 
happens to the remaining 2,700 
hours? Do you transfer them to an- 
other department? Lay them off? 
Leave them idle? Make work for 
them? Anyone who deals with re- 
cruiting and training highly skilled 
mechanical specialists realizes the 
futility of any of these solutions. 
You keep them on the payroll... 
they stretch out their time to make 
a year ’round job of 250 machine 
hours of work. 

Suppose, however, that you could 
transfer them to another depart- 
ment for six months of the year. 
At the Boston rate of $75 per week 
for experienced inserters, your cost 
for two people (and a minimum of 
two is required for efficient opera- 
tion) will be $4,000 for a half year, 
not including fringe benefits, vaca- 
tions, supervision, or any overhead 
or operational costs. 

Now, here’s the clincher. For 
about $4,000, a good New York, 


it in a matter of days . 
anteed price... at 
standards of quality . . 
guaranteed schedule. 

There is seldom, if ever, any price 
advantage in do-it-yourself-ism— 
except for the mail order giants, a 
handful at most. 


.. at a guar- 
guaranteed 
. and on a 


>» The intriguing idea of saving the 
printer’s profit or the lettershop’s 
profit makes good sales talk, but 
very little sense. In the first place, 
published reports in the graphic 
arts industry show that these firms, 
on the average, earn from 1.5% to 
7% profit. Seldom do even indi- 
vidual firms exceed 10%. They 
manage this small profit by a two- 
shift, full capacity operation, em- 
ploying only the most highly skilled 
workers under constant supervision, 
providing their own maintenance 
facilities, keeping their overhead far 
lower than you can do, and buying 
their supplies, paper, and outside 
services at trade prices and in vol- 
umes that you can’t match. 

To compete with them under 
ideal conditions, you would have 
to be from 1.5% to 7% more effi- 
cient than they are. If you’ve ever 
been in a lettershop and then in 
a private mailing plant, you will 
get the point right away. 

The reasons for do-it-yourself- 
ism lie in other directions... 
suppressed childhood desire to own 
a printing press . . . a means of get- 
ting the church bulletin printed for 
free . . . the necessity for making 
a job for a relative . . . the desire 
to build a departmental empire on 
the part of some eager beaver... 
or the inability to make an intelli- 
gent analysis of costs and present 
the true facts to management. That’s 
pretty strong talk, but it’s the truth. 


>» Since there are few mailers who 
can justify the cost of internal op- 
eration, most will have to go to out- 
side suppliers for at least a part of 
their operations. Let’s take a look 
at the lettershop industry ... the 
suppliers who will fill these needs. 

Choosing the right lettershop is 
as important as the decision to use 
low-cost lettershop services in the 
first place. 

In the minds of most advertisers, 
lettershops are all alike. They are 
not. Having traveled the whole of 
the U.S. and Canada, and having 
visited more than 100 lettershops 
of all sizes, I have yet to see two 
exactly alike. All differ in their 
equipment, their skills, their pricing 
methods, their quality standards, 
and their knowledge of direct mail 
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DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 


Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 
Multigraphing °* Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Addressographing ° 
Auto-typed letters. Also Addressograph 
list and hand-list maintenance. 


Call Wabash 2-8655 and Just Ask For Marie 


a Lille Mbp tu 


431 SouTH DEARBORN STREET 
Curicaco 5, ILL. WABASH 2-8655 





tor leas than I 


Full Color Crocker Mirro-Krome 
post cards will sell your product. 
With the new exclusive Mirro Screen 
process, Crocker Mirro-Krome cards 
now cost less than 1¢ apiece. 


DEPT. AR-12 


H.S. CROCKER CO., INC. 


San Francisco,720 Mission Chicago, 350 N. Clark 
Los Angeles. 2030 £.7th New York, 23 E. 26th St. 


Chicago or Boston lettershop would as an advertising medium. oo 
handle all the inserting and mailing & 
operations for you. They would do > Lettershops do, however. fall into 
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* TENSION ENVELOPES 


~NSION ENVELOPES 


mail-handling 
time 20% 


These Tension enve- 
lopes require no moisture for 
closure. Just press flap to 
body. Sealed! No difficult 
sealing regardless of bulk. 

Yet Touch ’n Seal envelopes 
cost little more than conven- 
tional envelopes. Ideal for 
small mailing operations. Fast 
and efficient for big ones. Ap- 
proved for the mailing of 3rd 
Class Mail under recent Postal 
revisions (envelopes 5x11%” 
or larger in either dimension 
may be sealed). 

Available for immediate de- 
livery in open-end or open- 
side styles. Special sizes made 
to your specifications. 

Note: For packaging jobs, 
consider Tension Seal ’n RE- 
seal envelopes. Can be opened 
and closed repeatedly without 
flap damage. 


FREE SAMPLES. See for yourself 
how speedily they work. 


TENSION ENVELOPE CORP. 


815 East 19th Street, Kansas City 8, Mo. 


Please send free 
(CD Touch ‘n Seal [) Seal ‘nREseal! (] Both 
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certain broad classifications. There 
are tiny neighborhood shops, usual- 
ly run by a man and wife, a public 
stenographer, or an_ enterprising 
young man on his way up in the 
industry. 

These shops offer typing, mimeo- 
graphing, and hand mailing opera- 
tions. Since the owners are working 
for a weekly wage, their charges 
are most reasonable, and they offer 
a service as personal as you can 
find in the industry. 

At the top of the mechanical 
heap are a number of large pro- 
duction shops which operate like 
factories. Nearly every operation is 
mechanized. You will see long rows 
of duplicators, automatic inserters, 
automatic addressing machines, and 
every other type of mailing equip- 
ment imaginable. These plants can 
handle millions of mailing pieces 
each week at relatively low cost, 
since all operations are mechanized 
and closely supervised. 

Another type of lettershop is the 
“big list” operation. The company 
usually bases its volume around the 
ownership of an important mailing 
mechanized, these shops stick pretty 
list, such as doctors, homeowners, 
mass consumer lists. While also 
automobile owners, and _ similar 
close to their specialty—mailings 
over their lists. 

Another type of direct mail op- 
eration . . . and one which is gain- 
ing in favor and importance .. . is 
the creative mail advertising agen- 
cy, offering a full range of direct 
mail services in addition to printing 
and mailing facilities. There are 
eight or ten firms across the coun- 
try which rank high in creative 
competence, and from whom a com- 
plete direct mail advertising serv- 
ice can be purchased. 


> When you search for your direct 
mail supplier, it is obvious that you 
should select one which meets your 
particular creative and mechanical 
needs. Comparative pricing means 
very little, for prices vary consider- 
ably throughout the industry. These 
price variations are the result of 
a difference in quality standards, a 
difference in the degree of mech- 
anization, and a difference in the 
range of services offered. It is up 
to you to make your choice. 
Fortunately, there is a_ reliable 
guide to good lettershops. In the 
U.S. and Canada, over 1,000 of the 
leading direct mail firms have or- 
ganized themselves into the Mail 
Advertising Service Assn. Interna- 
tional. Almost without exception, 
these firms are competent, efficient, 
quality conscious, and adhere to the 
highest ethical standards, It is a 


good and safe rule to deal with 
MASA members. 

Once you have made your selec- 
tion of a direct mail supplier, stick 
with that firm. By remaining a loyal 
customer and refraining from flit- 
ting to every Tom, Dick and Harry 
who claims to have greener grass 
on the other side of the street, you 
will be in a position to achieve some 
real economies in direct mail pro- 
duction. 


> As an aid to your competent ad- 
ministration, here are 15 suggestions 
of ways you can effect direct mail 
economies without impairing qual- 
ity: 


1. Have your production handled 
on a year-long contract with your 
lettershop. In exchange for your 
year-long contract, any lettershop 
can effect economies by leveling its 
own production. Your lettershop 
will share these economies with you. 


2. Plan your mailings six months 
in advance. This will allow ample 
time for preparatory work, list test- 
ing, and physical production. You 
will eliminate the last minute 
rushes and overtime costs that 
usually make up about 10% of the 
total cost of a crash operation. 


3. Buy your envelopes directly 
from an envelope manufacturer on 
a yearly contract. You will get his 
best price, and you can usually ar- 
range for deliveries as you need 
them. 


4. Give your paper merchant or 
printer a yearly contract. You can 
then buy at ton or carload prices 
and use the paper required. 


S. Prepare your mailings in con- 
ference with your printer, your 
lettershop, and your envelope man- 
ufacturer. Each can offer cost sav- 
ing suggestions before expensive 
commitments have been made. For 


Different? Yes, but will it get reader- 
ship? 











example, you might order booklets 
which will not feed properly on an 
automatic inserter. This means ex- 
pensive, hand inserting which could 
have been prevented. 


6. Stick to formats which can be 
handled on an automatic inserting 
basis, unless there is an overriding 
reason why some other format 
should be used. 


7. Stick to standard paper sizes. 
These sizes are standard for good 
reason—they fit standard presses. 
They cut without waste. 


8. When ordering a printing run, 
utilize the full sheet capacity of the 
press. You are paying for each 
time the impression cylinder turns 
—whether you occupy one inch or 
22x34” of the plate area. Perhaps 
you can fill up the press capacity 
with order forms, labels, or other 
standard printed items. 


8. Test mailing formats small in 
size or a 634” format will do as 
well. You save money on paper and 
you get more forms on the same 
press area, thus reducing printing 
costs. 


10. Keep your house mailing lists 
up-to-date by frequent list clean- 
ing. Use form 3547 on these mail- 
ings. Never lose sight of the fact 
that the 10-15% deadwood on your 
list represents mailing and material 
costs which will never be recovered. 


11. Buy your mailing lists through 
brokers. They provide all the ad- 
ministration and the list owner pays 
the expenses. Even if you spot lists 
you don’t think the broker has on 
his listings, let him do the work in 
arranging the rental. 


12. If you are shipping merchandise 
in response to mail order selling, 
sort your labels by postal zones be- 
fore affixing to packages and meter- 
ing. You will save a great deal of 
time and money by this simple op- 
eration. 


13. Handle your list maintenance in 
larger units, rather than in dis- 
organized small groups of changes. 
It takes less time to interfile 500 
organized names than it does to 
interfile 10 lots of 50 each. Your let- 
tershop saves. time—you save 
money. 


14. Take advantage of all cash dis- 
counts offered. A 2°, discount for 
10-day payment is the equivalent 
of a 24° return on your money 
each year. You'll also make many 
fast friends with your suppliers who 
probably aren’t overburdened with 
working capital. 


15. Encourage the exchange of your 





Something New In Letterhead Paper 


MADE BRIGHTER 
THAN BRIGHT WITH 
FLUORESCENT DYE 


WESTON'S 


HAND WEAVE 


IN BRILLIANT WHITE WOVE OR LAID...AND COLORS 


Here’s the ideal paper for sales letterheads, an- 
nouncements, notices . . . for any application that will 
benefit from added interest and attention. Weston’s 
HAND WEAVE is now Offered in both laid and wove 
finishes featuring a radiant blue-white color made out- 


PAPERS standingly bright with fluorescent dye. 


Laid finish is also available in four attractive pastel 
colors: Ivory, Blue, Green and Gray. Matching en- 


velopes in bright white and colors. 


Ask your printer to show you samples of this bril- 
liant new letterhead paper . . . or write for the new 


Weston’s HAND WEAVE sample book. Address Dept. AR 


BYRON WESTON COMPANY 
Makers of Papers for Business Records Since 1863 


DALTON, MASSACHUSETTS 
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A servant's too often a negligent 
elf; If it’s business of consequence, 
doit yourself! 


Rev. Richard Harris Barham 1788-1845 
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Baloney, Reverend B. ’Taint always so. 
CONSEQUENCE, INCONSEQUENCE, 
we're servants of our customers who 
don’t have to do it themselves because 


they know we can do it for them better 
and cheaper. 


Lyadie ADVERTISING SERVICE 


521 SOUTH WABASH AVENUE « WA 2-9560 
Fast and Resourceful Service — Since 1919 
— Reasonable, tool 


Multigraphing * Mimeographing * Printing * Mailing 
Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 


QUOTING our clients is a pleasure! 
For instance, here’s what one 
just wrote us: “The good 

service you give us certainly 
makes our job easier.” 

Another writes: “The response to 
this mailing was the greatest 
we ever had.” Hope you can 


use this kind of service. 


MAILOGRAPH CO., INC. 

39 Water St., New York 4. 
“Successful Direct Mail Service 
Since 1920.” 

BOwling Green 9-7777. 
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| Shopping Center 
Directory 


mail order customer lists with 
friendly competitors on a name for 
name basis. Except for the small 
broker’s commission, it’s like using 
your own lists’ without rental 
charge. Also, you'll get names that 
you couldn’t purchase otherwise. 
The higher return on closely com- 
petitive lists will return higher 
profits for both you and your com- 
petitor. 44 


Mail Appeal... 


New Releases Unearth 
More Aids To the Trade 


As direct mail grows, so does the 
mail reporting new aids to direct 
mailers. Among some of the more 
recent releases, AR editors found 
news of the following develop- 
ments: 


One-Page Listing To give admen a 
From Luce quick reference 

guide on publicity 
mailings, the Luce Press Clipping 
Bureau has released a handy one- 
page version of its four-page list 
of 300 Metropolitan Daily News- 


| papers. 


The revised list gives the circu- 


| lation figures alongside the name 


of each newspaper. The printed 
list is broken down by states and 


covers dailies published in cities of 


100,000 population or more. 
. « « for more details circle 716, page 105 


A complete direc- 
tory of the shop- 
ping centers in the 
United States and Canada has been 
released by the National Research 
Bureau Inc., Chicago. 

Full names and addresses of 
over 1,100 suburban shopping cen- 
ters are listed, plus the phone num- 
bers, size of the center, date it 
opened and availability of space. 

Also included in the directory are 
the names of 352 owners/de- 
velopers, 364 center managers, 316 
presidents of center merchant as- 
sociations, 314 leasing agents and 
the centers they serve, plus other 
pertinent data. 

Additional details are available 
from the National Research Bureau 
Inc., 415 N. Dearborn St., Chicago 
10. 


Mailing List 
Handbook 


What constitutes a 
good mailing list? 
A 12-page booklet 
from the Direct Mail Division, Mc- 
Graw-Hill Publishing Co., de- 
scribes the tremendous amount of 
work that goes into building and 
maintaining complete and accurate 
mailing lists. 


In addition to a complete detail- 
ing of the steps involved, the book- 
let proves the necessity for a good 
list if the direct mail campaign is 
to be successful. 

. for more details circle 717, page 105 


Telephone Sales 
Bibliography 


Telephone _ selling, 
in all its facets, is 
the subject of a 
bibliography of most of the tele- 
phone sales books in existence. The 
bibliography is compiled by Ted 
Johnson, head of the Sell-O-Phone 
Workshop, a Manhattan organiza- 
tion which specializes in telephone 
sales training. 

- for more details circle 718, page 105 


Index Describes Variety 
Of Product Directories 


The bewildering accumulation of 
more and more trade directories 
has resulted in still another with 
the publishing of the “DSM” In- 
dex of Free-Listing Directories” by 
Dow Sales Methods Division, Engel- 
Dow, Chicago. 

Published as a reference guide 
for industrial marketing and ad- 
vertising executives, the 68-page 
book contains descriptions of over 
200 buyers’ guides and trade di- 
rectories published in the United 
States. 

There is also a section in the di- 
rectory which explains in detail a 
systematic method for obtaining 
maximum representation in the na- 
tion’s free-listing directories. 

Each book listed in the new ref- 
erence guide is classified according 
to the industrial markets they 
serve. In addition, the DSM Index 
gives the names and addresses of 
publishers, closing and publication 
dates. 

List price of the DSM Index is 
$10, and additional details may be 
obtained from Dow Sales Methods 
Division, Engel-Dow, 5865 Lincoln 
Av., Chicago 45. 
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The results of our latest direct mail 
campaign show we forgot to put 
postage on the envelopes. 





Single Theme Development . 


. . Multiplying the impact of the caveman motif on the 


menu, Chase carries it on in the design of coasters, napkins, matches, ads and glasses. 


Who’s Running? .. . 


‘Eternal Chase’ Theme 
Multiplies Customers 


A single trademark, a_ single 
theme, a single color combination 
can go a long way. Carried through 
consistently, it can multiply impact, 
effect economies, and firmly im- 
plant a tone to a whole promotion 
package. - 

As a recent example, look at The 
Chase, a fine new Chicago restau- 
rant, and the program developed 
for it by Gardner and Stein, Chicago 
advertising agency. 


> The Chase is an eating and drink- 
ing place of quality, operated by 
Herman Gittelson and Russ Kirk- 
patrick, who have a number of 
other fine restaurants. Its name re- 
fers to its creed, prominently dis- 
played on its menu covers — “Ded- 
icated to man’s eternal pursuit of 
fine food and drink . . . and wom- 
an’s eternal pursuit of man.” 

To illustrate this, and to serve as 
a logo, an hourglass was selected, 
symbolizing the eternity through 
which the chase has continued. To 
further spell it out, the hourglass 
contains a sketch of the earliest 
chase, in which a prehistoric beauty 
is successfully dragging her 
bearded man into the cave. This 
drawing, with the name of the res- 
taurant in a bold script, and the 
creed, served as the cover of the 


large menu, printed in gold and 
maroon. 


The menu itself was a three-fold 
affair, with standard gold and ma- 
roon on the outside, black and ma- 
roon on the inside. Unfolded, it was 
16x20”. The original run was 5,000. 
However, the food and beverage 
copy on the inside, run in black, 
was originally printed on only 1,000 
— 500 for dinner and 500 for sup- 
per. 


> The menu was designed so that 
two additional uses could be made 
of it with a minimum of additional 
work. The first flap of the menu 
carried on its reverse the list of 
specialty drinks, and by itself 
served as the menu for the cocktail 
lounge. A miniature menu, in the 
same proportions as the original, 
but reduced to fit a +10 envelope, 
had the artwork on its reverse al- 
tered to make it a self-mailer. This 
enabled it to be offered to patrons 
for mailing to friends and to take 
home as a souvenir, instead of the 
larger, more costly ones. 

Further economies were obtained 
by gang runs whenever possible. 
The first run, which included 5,000 
menus, 5,000 beverage lists and 
10,000 miniature menus, using gold, 
maroon and black, came to $1,790, 
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which includes the cost of the plates, 
now available for reruns. 


> The inside of the menu listed 
eight specialty drinks, which were 
standard cocktails, each bearing the 
name of a famous (or infamous) 
huntress of history. Typical of the 
descriptions is this: 


“Delilah ... The most treacherous 
temptress of all. Samson’s only sol- 
ace in his virtual baldness was a 
drink that since that day has caused 


many a toupee to happily curl — 
the Martini.” 


Each description is accompanied 
by a cartoon drawing of the hunt- 
ress in question. These figures are 
used elsewhere in promotional and 
decorative materials. They appear 
in a series of murals above the bar, 
and in wrought iron supporting an 
hour glass gracing the entrance. 
They also adorn the margin of the 
restaurant’s unusual stationery, 
which has the name along the bot- 
tom of the sheet instead of the more 
common top edge. 


> The caveman motif is used in 
many other places in addition to 
the menu. It appears on coasters, 
napkins, matches, table tents, news- 
paper advertising, and even on 
cocktail glasses. 

One feature of the restaurant is 
the gift made to the patron of the 
glasses in which he receives either 
of two special cocktails. These carry 
the caveman and his bride on one 
side and the name of the restaurant 
on the other. The joy of this pro- 
motion is that patrons insist on 
building a set of the glasses, usually 
no less than four and more often six 
or eight. 

By planning all the items at once, 
by using the same artwork and 
lettering, by gang running when- 
ever possible, the Chase, and Gard- 
ner and Stein, have made a deep 
impression with the minimum of 
expense. 44 


And Successful, Too . . . Symbolizing the 
“eternal chase’’, Chase uses this _ illus- 
tration on all advertising materials 
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Santa Fe Wine Co. . . . produced by Technique Productions Standard Oil of New Jersey . . . produced by T.V. Spots Inc. 
through Dan B. Miner Co through McCann-Erickson. 


Bank of the Commonwealth . . . produced by Tele-matio 
through Elwood J. Robinson & Associates. 





Liquid Chiffon . . . produced by Cascade Pictures of Cal- Los Angeles Chamber of Commerce . . . produced directly by 
ifornia through Foote, Cone and Belding Song Ads Inc. 


50 © Radio & TV Production 
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The Kroger Company . . . produced by Animation Inc. through Blitz Beer . . . produced by Shamus Culhane Productions 


Campbell-Mithun. through J. J. Weiner and Associates. 


DeSoto Automobiles . . . produced by Le Ora Thompson & 
Associates through BBD&O. 


Budweiser Beer . . . produced by Sherman Glas Productions Snowdrift . . . produced by Quartet Films through Fitzgerald 
through D’Arcy Advertising Agency. Advertising. 
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Ford Motor Company 
through J. Walter Thompson. 





films made for educational, busi- 
ness and entertainment films, while 
the third included samples of ani- 
mation technique from the par- 
ticipating studios. 


> The three reels ran simultaneous- 
ly and continuously in three sep- 
arate screening rooms of the Am- 
bassador Hotel, Los’ Angeles. 
Schedules were arranged so that 
members of the audience could go 
from room to room to catch the 


produced by 


Playhouse Pictures 


Jello (General Foods) . . 





. Produced by Ray Patin Productions 


through Young and Rubicam. 


entire program. 

The stills selected for publication 
in this issue were all taken from 
the first of these three reels, be- 
lieved to be of greatest interest to 
AR readers. When it comes to 
studying a television commercial, a 
still is a poor substitute for the real 
thing, with its animation and its 
sound. Realizing this, the Guild is 
preparing a shorter version of the 
three reels, which will be available 
for screening by interested groups. 


Information about booking this reel 
may be obtained from Lawrence 
Kilty, Screen Cartoonists Guild, 
2700 N. Cahuenga Blvd., Holly- 
wood 28. 

In addition to the commercials 
represented by illustrations, the 
reel included a production of John 
Sutherland Productions, for United 
Fruit Co., through BBD&O, and a 
Fine Arts Productions spot for 
Boyd’s Coffee through Showwalter 
Lynch, Portland, Ore. 44 





For Live Animation . . 


Nioving Pliastic Device 


An interesting new technique for 
obtaining a form of low-cost ani- 
mation in tv commercials was used 
recently by Chrysler Corp. on its 
CBS-TV “Climax” show. 

Called Technamation, the use was 
developed by Chrysler’s agency, 
McCann-Erickson, and Technical 
Animations Inc., Port Washington, 
N. Y. 

The first use of the technique was 
by the Office of Naval Research, 
Naval Training Device Center. It 
utilizes a mechanically activated 
transparency of optical plastics pro- 
jecting an animated image that can 
be controlled and varied at will. 


> Chrysler’s use was to demonstrate 
the working parts of the torsion- 
aire suspension system, a feature 
of all its cars. It is impossible to 
show all the working parts of this 
feature live because several si- 
multaneous pictures would be re- 
quired. 
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Technamation, through the use 
of the transparencies, was able to 
reproduce in full perspective the 
internal and external workings of 
the torsion-aire system. This could 
have been shown with convention- 
al but expensive film animation, 
but by using Technamation, costs 
were cut 50%, and, it is believed, 
the demonstration time required 
was cut substantially. 

Once set up, Technamation is 
simple to operate. It consists of a 
case approximately 17x20’, contain- 
ing a picture surface approximately 
11x7”. The picture is lighted from 
the rear by a battery of five 14- 
watt fluorescent tubes. 

The animation is obtained when 
the transparencies, with overlays, 
are set in front of the light screen. 
Motion is obtained by setting the 
edge of one overlay against an 
eccentric gear, powered by a small 
motor. Further motion is obtained 
by the use of manually activated 


extension arms which move addi- 
tional pieces of optical plastic into 
the picture area to point out specif- 
ic features. In this use, the pieces 
were arrows bearing the name of 
the feature to which they pointed. 44 





Technamation Unit Features . . . Mo- 
tion of transparent optical plastic is ob- 
tained by engaging lower edge of plas- 
tic piece in eccentric gear powered by 
small motor (small white box at lower 


left). Additional 
manually 


motion is obtained 
operator pushes. ex- 
tension arms, at left, to move them into 


the picture, as a specific feature is 
named. 


when 





Location Shooting . . . Reyn Gouverneur and Larry Kroger work together to get a story 
for ‘Apparatus News.’’ A Kodak Cine-Special || is being used. 


How GE Produces 


Its Own Newsreel 


General Electric uses a newsreel to bring new product 
news to its sales engineers, and has found that a well- 
organized staff pays dividends in money and time. 


By Kenneth F. Abeel doing this is the motion picture, and 
Advertising & Sales Promotion Dept. more specifically, the bi-weekly 
Apparatus Sales Division 16mm sound newsreel known as 
General Electric Co. Apparatus News. 
Schenectady, N. Y. 


>» Motion picture production is noth- 


There has been an addition to the 
roster of those witnessing product 
and research developments unveiled 
by GE’s Apparatus Sales Division. 
Besides the engineers and execu- 
tives responsible for the featured 
product, cameramen and _ writers 
representing Apparatus News are 
also on hand. 

Their job is to bring the sight and 
sound of the occasion — whether it 
is a product unveiling, a new appli- 
cation or a report from management 
— directly to the division’s hundreds 
of sales engineers. Their medium for 


ing new at General Electric, which 
has made extensive use of technical 
and promotional films since 1912. 
But Apparatus News represents the 
motion picture as a new concept in 
industrial communications. The 
newsreel has become a major medi- 
um for bringing information to the 
sales force of the 40 product depart- 
ments which manufacture appa- 
ratus-type products for the com- 
pany. Much of the subject matter it 
contains is information the sales 
engineers could obtain formerly 
only through visiting the product 
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Staff Schedule . . . 
This visual aid 
permits a tight 
production schedule, 
and enables staff 





% Gives Graphic Picture of Your Operations— to meet deadlines. 
Spotlighted by Color 
* Facts at a glance — Saves Time, Saves 
Money, Prevents Errors department plants or by having 
* Simple to operate — Type or Write on i ~ 
Sie, Ses eens ee of management ad 
*% Ideal for Production, Traffic, inventory, sos them in a. : 

Scheduling, Sales, Etc. The motion picture, with all the 
% Made of Metal, Compact and Attractive advantages of visual impact, thus 
Over 200,000 in Use. s ; 

has become a main channel of in- 
Complete price $4950 inctuding cards dustrial communication. It supple- 


24-PAGE BOOKLET NO. R-100 | Ments other means of intra-com- 
| FREE | Without Obligation pany communication and fills many 


of the communications gaps which 


Write for Your Copy Today 
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55 West 42nd St. © New York 36, N. Y. 


To achieve this new depth in 
communications, a number of pro- 
duction difficulties, which in the past 
had sidetracked efforts of this type, 
had to be overcome. The principal 

_ hurdle was to devise a system for 
‘turning out a 15-to-18 minute 
newsreel dealing with current mat- 

The New ters every two weeks, even though 

ADMATIC we were not located in a city with 
the necessary film processing lab- 
oratories. Furthermore, the news- 
reel had to be a low-budget enter- 









Sells and Tells your story 
continuously with 30 


eater aides. prise produced by a film unit which 
New CINEMATIC operates strictly on a profit-and-loss 

cacti tunuitin. ton basis. As a product of that unit, 

cabinet projection for Apparatus News itself is assigned a 

your 16mm movies. Rent fixed budget. 

or Buy. 


THE H A nr W A L I Bes . > Prerequisite to the economical- 


functional newsreel, we have found, 
1245Chicago Ave., Evanston, lil. * Ph.: DA 8-7070 is a dependable production schedule. 
The Apparatus Sales Division had 
to know that it could plan sales 
meetings around a showing of Ap- 
paratus News and that the newsreel 
would be there, as advertised. This 


In January AR: and other criteria have been met. 
Apparatus News has met the de- 
e Come Back, Free Lancer! mands made of it successfully over 


an extended period of time. We 
feel it stands as evidence to other 
e Drake Takes the Cake industrial organizations located 
away from the major movie-pro- 
duction centers that motion picture 
e When the Series Hit Mil- communication of a regularity and 
waukee frequency they may not have 


thought feasible can be achieved 
e How to Give Your Product economically. 


Away 


e Offset vs. Letterpress 


e Don’t Do It Yourself 





Until the newsreel was demon- 
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strated as a practicable twice-a- 
month feature, there were not many 
who thought it would work out. 
Even authorities within the com- 
mercial motion picture field had 
serious doubts. When management 
proposed issuance of a _ regularly 
scheduled motion picture for pur- 
poses of communications, officials of 
a leading commercial newsreel or- 
ganization were consulted. It was 
pointed out to us that several hun- 
dred persons are employed to pro- 
duce that company’s twice-weekly 
newsreel, while we planned a staff 
of only a dozen to produce one- 
fourth as many issues. 


> It was an examination of their 
production system, however, which 
provided the key to the develop- 
ment of our schedule. The profes- 
sional newsreel people built their 
production around “makeup” days, 
on which they assembled all the 
individual stories to go into the 
issue at work on Mondays and Fri- 
days. We simply projected this sys- 
tem onto a bi-weekly basis, or- 
ganizing our own schedule around 
a “makeup” week. 

As a result, we spend the first 
week of a production cycle writing 
our scripts and shooting our footage. 
The second, or “makeup,” week is 
devoted to editing the film and ob- 
taining the necessary approvals 
from management and the legal 
department. Processing and printing 
is accomplished during the third 
week by vendors in New York City. 
Although the production cycle for 
each issue covers three weeks, dis- 
tribution is on a two-week cycle. 
This is possible because during the 
third week of the cycle, when the 
film is being processed in New York 
laboratories and is out of our hands, 
we already have begun the first 
week of the cycle for the following 
issue. 


> Our system revolves about the use 
of the conventional newsreel format, 
in which each story is treated as an 
individual unit. This enables us to 
drop out any story or add one at 
any time without destroying the 
continuity of the issue. In addition, 
this “unit” technique makes for 
greater production flexibility and 
has resulted in reduced production 
costs. 

We have 12 department titles, 
filmed in advance and available for 
incorporation into an issue at any 
time. Under these titles, an audi- 
ence of sales engineers may see any 
combination of these types of 
stories: 


e New product announcements fea- 
turing visual demonstrations 


@e News and comparisons of com- 
petitive products 


e Reports from management 


e Announcements of new sales and 
advertising campaigns 


@ Marketing information 


@ Spot news coverage of important 
industrial events and feature stories 
which interpret new developments 
and present case histories. 


>» Lining up material which the Ap- 
paratus News staff can report is no 
problem. A steady flow of sugges- 
tions is forthcoming from the Prod- 
uct Departments, management and 
the sales engineers. It has been 
thoroughly spelled out that there 
are certain criteria an acceptable 
story should meet, principally news- 
worthiness, visual qualities, and a 
“need to know,” not “nice to know” 
character. Keeping costs down is not 
nearly as simple, however. We have 
been able to keep within our budget 
only by adhering to a three-level 
economy program. 


® We hold the use of complicated 
equipment, especially lighting, to a 
minimum and wherever possible try 


to hold the footage shot on each 
story within three hundred feet. 


©@ We get as much coverage as pos- 
sible from each trip made by our 
cameraman-writer teams and use 
“stringers” for coverage when travel 
costs would be prohibitive. 


@ We make maximum use of our 
personnel in terms of the jobs each 
staff member is called on to per- 
form. 


> Our principal camera equipment 
consists of two 16mm Mitchells used 
mainly for our studio work and two 
Cine-Kodak Special II Cameras 
hand-held for insert shots and other 
occasions in which maneuverability 
is a factor. In the field, we often use 
an Auricon, the Cine-Specials and 
a Magnasyne X-400 sound recorder. 
We try to keep synchronized sound 
at a minimum, depending heavily 
on narration. We also stay away 
from tricky optical effects as much 
as possible. 

We are dependent on mobility to 
keep our operation moving smooth- 
ly. If our men become bogged down 
with bulky lighting equipment in 
the field, the ultimate purpose is 
defeated. Therefore, when on loca- 
tion, we rely as much as we can on 
available light, using Kodak Tri-X 
Film. Its speed enables us to get 
pretty much everything we need in 
that manner. 

When absolutely necessary, we 
will supplement with some flood- 
light. Our crews carry as their only 
standard lighting equipment four 
No. 4 reflector photofloods. With 
this equipment, our crews have to 
come back with the story, no matter 
what the assignment is. We have 
a rule-of-thumb that if you can’t 
shoot the whole scene with the 
available light or the four floods, 
you should move in tight and shoot 
several closeup shots rather than 
rely on cumbersome lighting equip- 
ment. 

In addition to being trimmed to 


Checking the Footage 
... A group of staff 
members at a regular 
preview session. 

The author, second 
from the left, 

heads the Film 
Production Unit. 
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sAMBLE 


the bone equipment-wise, our crews 
must be versatile. Every man has 
his specialty. But each must be able 
to fill in for the others. We have 
two-man crews doing synch-sound 
in the field. Few outfits in the in- 
dustry are getting along without at 
least three on a crew. Often the 
cameraman handles the slap-sticks. 
And the writers themselves are 
called upon to do whatever inter- 
viewing is required. 


> The objective is to wind up each 
story within two or three minutes, 
with an entire issue running an 
average of 15 to 18 minutes. In some 
cases, we are able to use almost 
1-to-1 of what we shoot. But we 
have found it is unwise economy to 
hold down field shooting at the ex- 
pense of not getting the full story. 
On some stories, the footage-to- 
usage ratio ranges up to 5-to-1. On 
the average, it is about 3-to-1. 
We want to keep the shooting down 
as much as possible. But the impor- 
tant thing is to get the story right. 


> Another objective is to keep our 
crews within easy travel distance of 
the office. Crews may range as far 
as Boston, North Carolina or Chi- 
cago. When they go out to get a 
story in a specific location, every 
effort is made to set up other cover- 
age in the area for use in future 
issues — but not too far in the fu- 
ture. 

Our experience has been that we 
are better off handling an assign- 
ment with a stringer on location at 
which costs for our own crews 
would exceed $150 to $200 a day. 
Without difficulty we have built up 
a list of about 75 industrial produc- 
ers or free-lance newsreel stringers 
who do effective work for us. 

It sometimes is difficult to de- 
termine where the advantage is in 
making assignments. We may want 
to avoid having a stringer do a story 
if it means a salaried man will be 
sitting idle, so that each stringer- 
versus-crew decision must be evalu- 
ated on its own merits. 


> A typical issue resulting from our 
efforts might include a confidential 
report on lightning arrester sales 
policy; a demonstration of a new 
load-break device; a review of small 
steam turbine-generator markets; 
an application of a new supercalen- 
dar drive for the paper industry; 
and several brief new product an- 
nouncements. 

Depending on how tight the story 
deadline is for each of those items, 
the film is rushed directly from the 
camera-writing crew to Movielab 
Film Laboratories in New York, 
which does our processing, or routed 
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there through Schenectady. Provid- 
ing us with 24-hour service, the 
laboratory processes the negative, 
makes a positive work print and 
edge-numbers both prints for ref- 
erence purposes. 

The lab then holds the negative 
and sends the work print to us on a 
daily mail truck which travels be- 
tween New York and Schenectady. 
The 16mm film sound track re- 
corded in the field is transferred to 
35mm magnetic film for editing and 
re-recording purposes. 

The first three days of our “make- 
up” week — the second section of 
our production cycle — are spent in 
editing the work prints returned to 
Schenectady. A writer and film edi- 
tor working together spend three to 
four hours on each story to get it in 
shape. Handling each portion of the 
newsreel as a separate unit saves a 
great deal of time, since we do not 
have to wait for all of the issue’s 
film to arrive before beginning the 
editing. 


> Thursdays are devoted to record- 
ing makeup. Our newsreel narrator 
reads the approved script against 
the projected picture. (On this same 
day on alternate weeks we shoot the 
news roundup feature which winds 
up most issues of Apparatus News, 
so our schedule is “Thursday — 
oriented”). Recording makeup, dur- 
ing which the sound is re-recorded 
onto 35mm movie film, takes about 
four hours. That afternoon we begin 
assembling the various units of the 
issue, completing the job on Friday. 

At 9 am. Friday, the edited and 
assembled work print is shown for 
the writers, production staff and 
members of the legal division. Any 
last minute eliminations and limited 
changes are made. 

At 10 a.m., the issue is shown for 
the approval of the advertising de- 
partment managers and essential 
editing is completed. After approval, 
a last careful check is made for 
synchronization and modifications 
and the film is placed on the night 
mail truck, destined for Langlois 
Film Music Inc., in New York. 


>» The third week begins when this 
firm sets up the music sound tracks 
for the issue on Monday. There is a 
standard format for opening, closing 
and departments titles. On Tuesday, 
the work print and 35mm voice and 
music tracks are sent to the RCA 
Recording Studios. The two sound 
tracks there are combined by re- 
recording to a 16mm optical track 
negative. The exposed sound track 
is sent to Movielab with the picture 
work print. 

Tuesday afternoon and Wednes- 


day the laboratory processes the 
sound track negative and sends the 
picture work print into the cutting 
room to be matched by the edge- 
numbers with the original 16mm 
negative. The sound track is syn- 
chronized with the conformed pic- 
ture negative and a composite print 
and sound track is made. 


> We send an editorial representa- 
tive to New York each Thursday 
morning of the processing week to 
approve the answer print. If it is all 
right, the laboratory immediately 
begins making 40 prints. These are 
back in Schenectady by the next 
Monday morning and are on their 
way to begin the rounds of the 
100-plus Apparatus Sales Division 
and product department offices. 

The majority of the division’s sales 
organization has seen the newsreel 
within three days after it is re- 
leased. Each print ultimately has 
four or five showings and is circu- 
lated for about six weeks to keep 
it available to those who may not 
have been able to see it at the time 
of release. 


> When the Film Production Unit 
first embarked on this project, the 
prospects were for such a full sched- 
ule that it was told to get into the 
newsreel business and forget the 
other services it was performing. 
The manner in which production 
settled into a routine was surprising, 
though. Within seven months after 
we turned out the first issue of Ap- 
paratus News, we once again were 
producing slide presentations, disc 
recordings and promotional motion 
pictures, in addition to the newsreel. 

This has been made possible by 
the development of the newsreel 
format, precision teamwork by an 
alert staff and the excellent coop- 
eration of our music, recording and 
laboratory vendors. We feel that 
resumption of our unit’s previous 
duties is particularly noteworthy 
because it means the motion picture 
has added a new dimension to in- 


dustrial communications without 
disrupting normal production unit 
functions. 44 





Trimming Footage . . . Two editors cut 
footage down to usable length. 
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tation, is one of the most construc- 
tive and helpful things that can be 


The salesman’s presentation is being assigned 
new responsibilities, and to meet these, it 


is taking on new forms and appearances. 


There’s a NEW LOOK 
in Presentations 


By Murray Dolmatch 
Vice president, Daniels & Charles Inc. 


New York 


The “new look in salesmen’s pres- 
entations” is a new answer to the 
old nature of the customer-sales- 
man relationship. A fellow walks in 
off the street into strange or alien 
territory, one against many, without 
the armor of a phone, a desk, a sec- 
retary, an office or even a counter. 
(And even the long-established 
salesman feels this, in part!) 

His “weapons” to storm and con- 
quer this bastion are his experience, 
his ability to express himself, the 
service or product he sells — and 
whatever the home office, in its 
infinite wisdom, provides. 

In this situation, it is obvious that 
price lists, photos, catalog informa- 
tion sheets, ad reprints and sched- 
ules will all be helpful. Yet, influ- 
enced by modern competitive prac- 
tices, by greater insight into the 
needs of the buyer, and the limita- 
tions placed on the salesman, there 
has evolved a new concept and a 
“new look” in the weapons forged 
for the “infantryman of industry.” 
Briefly described, they are as fol- 
lows: 


1. The company identity and 
importance are established at 
once .. The salesman is not a sim- 


ple individual who calls on a pros- 
pect or customer. He represents an 
organization that has been in busi- 
ness for many years that has intro- 
duced important and constructive 
elements to its industry, that has 
certain principles and goals — in 
short, that has an individuality and 
a definable position prestige. Now 
this means a lot of things in transla- 
tion to the buyer. It means a certain 
level of physical appearance; the 
presentation must look good, feel 
good, create an impression. It means 
that it must “trade up” the salesman 
who carries it. 

It means, in short, that from a 
copy, design and production stand- 
ard, it does the company proud. 
(It’s a little disproportionate, for 
example, that a company in our 
experience, spending over two mil- 
lion dollars a year in advertising 
and promotion, devotes two dollars 
each for one hundred sales presen- 
tations that told this story to its 
customers. It’s lopsided by an even 
bigger margin when compared to 
the relative investments of two 
smaller but aggressive competitors.) 


2. The salesman presents a uni- 
fied selling program .. Most 
companies have passed the point of 
no return with regard to the simple 
offering of merchandise or service. 
It is expected that the salesman 


produce a program showing the 
buyer how, as a result of the com- 
bined new merchandising-advertis- 
ing-promotion aids, he can increase 
his business after the order has 
been placed. This involves a careful 
plan of promotion which must, in 
simple and practical and orderly 
form, be part of the salesman’s 
presentation. 


3. Management must be sold. . 
Very often there are others in the 
customer’s organization who influ- 
ence the order, and the seller’s 
standing as a resource. More and 
more, presentations are being de- 
signed so that the story can be told 
quickly and effectively on one level, 
then developed in working detail on 
another level. This involves both a 
new format as well as a copy and 
design concept that works on both 
levels. 


4. The order is picked up .. 
Almost every salesman would im- 
prove his effectiveness if the sales 
manager were with him to stiffen 
his presentation. Barring that as 
impractical, the alternative is to 
prepare the presentation so that it 
works hard at a professional level 
and then leads naturally to the clos- 
ing. The inclusion of an order book, 
or a form or some specific act to be 
done at the wind-up of the presen- 
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Jobe Henry powerful steel driver, is believed 


actually to have worked on the C & O railroad“during 
the 1870's, the only man who could drive steel with two 
hammers, one in each hand. His story is the duel with 
a steam drill. John Henry hammered two seven foot 
holes into solid rock while the drill drove only one, nine 
feet deep. He proved his superiority over the machine, 
but gave his life in so doing. 
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tation, is one of the most construc- 
tive and helpful things that can be 
done for a salesman. 


> This, then, is the “new look,” not 
only on a presentation, but in the 
man who carries it: 


® He enters the customer’s office 
with the strength and prestige of his 
company. 


© He presents a careful plan of ac- 
tion that emphasizes the customer’s 
interests and benefits. 


@ He can hit the high spots of this 
program for top executives as well 
as the advertising, promotion and 
other departments of his customer. 


e Finally, he closes strong, with an 
actual order on the table. 


Somehow, the “old look” seems 
very old, indeed, compared to it! 44 


Ampex Offers Brochure 
On Stereophonic Sound 


A full-color booklet devoted to 
stereophonic sound and its possi- 
bilities has been published by Am- 
pex Audio Inc., Sunnyvale, Calif. 

Fifteen pages in all, the booklet 
begins with an article describing 
the differences between  stereo- 
phonic sound and ordinary hi-fideli- 
ty, another article on the advan- 
tages of it, and finally a series of 
illustrated pages showing the avail- 
able models in the Ampex line. 

Among the new Ampex instru- 
ments covered in the brochure are 
six different cabinet styles of a 
model that contains a tape record- 
er-stereophonic reproducer, two 
separate amplifier-speaker systems, 
a four-speed record changer, an 
AM-FM radio tuner and a micro- 
phone. 

A copy of the brochure is avail- 
able. 


- - « for more details circle 720, page 105 
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How were the rushes on that per- 
fume account movie? 
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From One Photograph . . . Both covers were made from the same 









black and white photograph, but the upper one used an outline 
halftone engraving. The lower, through use of this process, gains 





By Mildred Weiler 


Advertisers throughout the coun- 
try have found that use of East- 
man’s Tone Line process has en- 
abled them to get high-quality, low- 
cost line illustrations. Many organ- 
izations have taken the basic proc- 
ess and improved on it, such as 
Warwick Typographers, St. Louis, 
and its Line-Photo process. 

They have found that it cuts pro- 
duction time as much as 75% on 
tedious detailed drawings such as 
buildings, mechanicals, scenic views, 
fabric patterns, cartons and ani- 
mals. 

In addition, users find that the 
process adds more sparkle to the 
illustration, particularly for offset 


sparkle and saves money with a zinc line cut. 





When a new process can cut down costs and in- 










crease effectiveness, it is worth examining care- 
fully. Here is a report on how one studio is help- 


process in his company, is himself 
a skilled artist and says one of the 
greatest benefits of the photo- 
graphic line technique is that it 
relieves the artist of most of the 
tedium and allows him to concen- 
trate on the creative aspects of 
line illustrations. 

By giving the artist the minute 
details of the line work mechan- 
ically, the artist can finish a job in 
an hour or two when it might have 
run 10 to 20 hours if he had to 
start from scratch. 

The adman and his artist can 
also get some unusual effects such 
as the black and white car card 
for a funeral home where the ad- 
vertiser wanted to show his estab- 
lishment flood-lighted at night. A 





ing its clients achieve these goals. 


reproduction, and gives the effect 
of a new technique. 


> Not only the adman but also his 
art staff finds the process a pleas- 
ing one in the production of car 
cards, newspaper and trade publi- 
cation ads, catalogs, house organs, 
greeting cards, calendars, letter- 
heads and the conversion of mag- 
azine ads to newspaper ads. Start- 
ing with the Line-Photo print the 
artist can use his creative ability 
to add or paint out details, or he 
can use it as is. He’s spared the 
tedious man-hours necessary to 
create a drawing from scratch. 
John M. Lamoureux, vice presi- 
dent of Warwick, who supervised 
the commercial introduction of the 
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| drawing with such detail would be 
cost-prohibitive. If a photograph 
had been used the night effect and 
the detail would have been lost. 


| » The process works like this: Step 
| No. 1 calls for a good 8x10” photo- 








graph, with as much tone gradua- 
tion as possible, but without exces- 
sive contrast. Photos made for a 
catalog or sales portfolio are gen- 
erally ideal. The end result, like 
any mechanical process, depends on 
the quality of the photograph. 
From this continuous-tone copy 
a negative is made. Then a contact 
positive transparency is made from 
this original negative. The nega- 
tive and positive are then taped in- 
to register back to back, into a 
sort of sandwich with the emulsion 
surfaces on the outside. When the 


| two films are matched the negative 


should be dominant so that the end 
result of a contact print will be a 
positive. Contact is made against 
the negative side of the sandwich. 

The materials are then placed in 


| a portable printing frame mounted 


in a bracket built onto a 78 rpm 
record player. Exposure is made 
under a pinpoint source of colli- 
mated light which is directed at the 
printing frame at about a 45° over- 
head angle. Collimated light comes 


| from an engineered source which 


assures that all rays move in 
straight lines. The turntable re- 
volves throughout the exposure. 


| > The effect of pen and ink lines is 
| achieved by the refraction of the 


angled light through two layers of 


| film. The positive film, which is on 


top, serves to screen the tones and 


| creates the line rendition. The end 
| result is a positive film which is 


then contact-printed to produce a 
negative, which, in turn, serves to 


| create the finished paper print, 
| which may or may not be re- 
| touched by the artist. 


> Hube Echele, president of War- 
wick, says their clients who use 


| the process cover a range from 


Boston to California. Buildings, he 
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Car Card. . 
line-photo negative. 











25 


Catalog Illustrations . . . 18 of these 
halftones were combined on one nega- 
tive to bring cost of line art to about 
$1.50 each. 


points out, are by far the most 
effective when reproduced by the 
Line-Photo process. Next he names 
the mechanical subject and third 
scenic views and animals. Por- 
traits are not suitable for this 
process because it is not possible 
to get the necessary contrast in 
faces. The exception to this are the 
many newspaper ads which are re- 
produced by the Line-Photo proc- 
ess. 

An example is the Harold’s Club, 
Reno, Nev., newspaper ad which 
shows a couple dining. Produced by 
Line-Photo process from an 8x10” 
photograph, the effect is clean and 
like a pen and ink drawing. A zinc 
was used for the newspaper repro- 
duction and the adman, of course, 
saved the difference between the 
cost of the zinc and the half-tone 
that otherwise would be used. 

Catalogs are also a natural for 
the process because it eliminates so 
much retouching and at the same 
time maintains all the details on 
small items. 


> Price range for a Line-Photo 
print ranges from $15 to $35 with 
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. This silk-screened car card was made from a stencil prepared from a 














a general average of about $20. The 
size of the negative used for Line- 
Photo is 8x10’ and if the adman 
can get as many as 18 items on one 
negative he pays only the $20 for 
the Line-Photo print. 

Another advantage, if a catalog is 
produced offset, is that he will need 
only one line negative for the off- 
set printer. In other words, the 
Line-Photo art of his 18 illustra- 
tions and the type can be shot at 
one time to get one line negative. 
With half tone illustrations, of 
course, he’d need two sets of nega- 
tives, one for the tone negatives 
and another for the line negative, 
and then strip the two together. 

An example in contrasts are the 
two 4-page 7x5%” folders of the 
Mercantile Trust Co., St. Louis, 
with an illustration of the bank 
building on the first page. One is 
reproduced photographically. The 
second folder used the Line-Photo 
process to reproduce the same 
building. 

The Line-Photo process is not an 
invention of Warwick’s, but is its 
method of handling the Tone Line 
process originally developed by 
Eastman Kodak Laboratories. From 
it, Warwick also developed and 
uses a Screen Line Process. 

In making a line rendition under 
this method two separate negatives 
are used. One is greatly over-ex- 
posed while the other is shot for 
normal results. Both pieces of film 
are developed together until the 
highlights of the overexposed film 
are heavily blocked up. The over- 
exposed negative is the controlling 
factor in this case and both films 
are taken out when the overex- 
posed film reaches a sharp but 
heavily blocked density. The other 
negative is a little on the thin side. 

Screen Line is obtained under a 
conventional light source with the 
diagonal screen providing an effect 
similar to the refracted light. Either 
Line-Photo or Screen Line will 
produce an acceptable line illustra- 
tion, with the adman and his art 
director choosing the one _ best 
adapted to the subject and end use. 


> The Screen Line method produces 
a delicately shaded end product, 
while the Line-Photo prints show a 
stronger contrast. An off-the-cuff 
description of the two would be that 
the Line-Photo method closely re- 
sembles a line India ink drawing 
while the Screen Line method holds 
its blacks as firmly as the India ink 
drawing but picks up soft pencil or 
charcoal effects in the shaded areas. 

In addition to the 75% saving in 
production time costs there is the 
advantage of the Line-Photo print 
average cost of about $20. A draw- 








that’s truly 
out of this world! 


People of discrimination and good 
taste are rapidly learning about the 
superd food and flawless service at 
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houre @ day, beautifully decorated, and 
fully air conditioned, it is @ very comfortable 
and pleasant piace to meet people trom all 
over the state... 
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RENO 
TAKES ONLY A JIFFY ON THE FAST ELEVATORS OR THE ESCALATORS 
Newspaper Ad . . . Originally running 
four columns, this was made from an 

8x10’ photograph. 


ing, as any adman knows, costs 
more than three times that. 


> On the deadline side, the process 
has considerable in its favor. Ex- 
ample: a client wanted a point-of- 
purchase counter card showing bar- 
becue equipment. He needed a 
single printed sheet showing four 
different barbecue models plus two 
other promotional pictures—all on 
one sheet that could be mounted as 
a counter easel or a window sign. In 
addition the adman’s time was short 
.... a 48 hour deadline. 

Line-Photo prints were made 
from the original art and turned 
over to the artist the same day. Two 
hours of retouching took care of the 
six pictures involved in the layout. 
Produced by silk screen process, the 
deadline was met and the screen 
process printer could also make 
good use of metallic inks and the 
line illustrations were effective in 
detail. 44 


Pen-Weary Researcher 
Uses Miniature Camera 


A novelist has found an unusual 
use for a miniature camera, and one 
that well might prove widely ap- 
plicable for serious researchers. 
Jay Williams, author of the re- 
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cently published historical novel, 
“The Witches,’ reported that he 
cut most of the drudgery out of 
months of painstaking library re- 
search with the aid of his Minox 
camera. Most of Mr. Williams’ re- 
search involved tracking down 
photographs, texts and manuscripts 
concerning sixteenth century Brit- 
ain. His story is concerned with a 
conspiracy against the throne of 
King James VI of Scotland. 

Much of the research was done in 
the New York Public Library stacks 
—from which material cannot be 
removed. Some of the books could 
be removed from New York li- 
braries, but the author found he 
needed them for constant refer- 
ence over long periods of time. 
Besides, he lives in Connecticut. 

He solved the problem by photo- 
graphing pictures and long passages 
of text, adapting the camera to this 
special function with some home- 
made equipment. 

He rigged up a turntable on which 
he could fasten the book to be 
photographed, a wire  distance- 
keeper to measure distance between 
camera and book and mounted the 
camera on an old telescope tripod. 
With the aid of a light meter, he 
was set to go. 

“T never got magnificent photos 
that I could enter in a competition,” 
Mr. Williams confesses, “but, of 
course, that wasn’t what I was after 
—only legible pages.” 

The cost? The writer was definite 
on this point and gave an example: 

“To buy a copy of Pitcairn’s 
‘Ancient Criminal Trials’ (six vol- 
umes, about 18 separate books) 
would have cost me over $100. 

“To have the thirty pages of, say, 
the trial of Meg Wallace statted 
would cost about $25. To photo- 
graph the pages, at home, via Minox, 
cost me about $8 for sixty photos.” 

His unorthodox use of the cam- 
era, for research, not only saved 
hours of pen-pushing but opened 
many additional sources to him, the 
author pointed out. 44 


Economy-priced Camera 
Does All Darkroom Jobs 


Trace-Rite, a new darkroom 
camera for graphic or industrial 
photography, is said by the manu- 
facturer to make top quality photo- 
graphic reproductions with a mini- 
mum equipment cost. 

The camera produces photostats, 
photoprints, film negatives, film 
positives, photographs and _ silk 
screen stencils. Compact and easily 
moved, it will enlarge up to 350% 
and reduce down to 400%. It will 


shoot from paper to paper, paper 
to film or film to paper. It accomo- 
dates copy as large as 1534”x20” 
and can shoot as large as 23x31”. 
It makes silk screen stencils in one 
shot without negative or positive 
films. The lens is a Wollensak 
f£/4.5 Raptar. 

Among the special features, in- 
cluded at no extra charge, are in- 
terlocking curtains, light baffles, ex- 
tra portable clamp-on light for use 
with built-in light table and a stage 
for making studio shots of small 
objects. 

It is simple to operate and does 
not require an experienced camera- 
man, according to the manufacturer, 
Trace-Rite Sales Corp., which offers 
literature describing the product. 

+ + « for more details circle 719, page 105 





Compact Unit Permits 
Multiple Slide Viewing 


A major problem of comparing 
and editing photographic slides has 
been overcome with the introduc- 
tion of the “Pictar Slide Editor,” a 
device for multiple viewing of slides 
and negatives. 

The slide viewer permits viewing 
of up to twenty 35mm slides simul- 





Slide Viewer . . . Ridges in the trans- 
lucent Plexiglas make examination of 
as many as 20 transparencies a simple 
matter. 


taneously, facilitating the compari- 
son of various slides often necessary 
in picture editing. 

The desk-top unit measures 8” 
high, 8” deep and 12” wide. It 
weighs 2% lbs. and has an 814”x- 
10%” screen of translucent Plexi- 
glas formed with a series of narrow 
shelves to hold slides or negatives. 
The bluish-white screen provides 
even diffusion of light from a 40- 
watt incandescent bulb. The screen 
is highly resistant to impact and 
will not discolor after long exposure 
to light, according to the manufac- 
turer. 

The unit is available from Mast 
Development Co., 2212 E. 12th St., 
Davenport, Iowa, 44 














A BUILDING 
SIGNED FOR WORK 


A picture tour of the new building of the Rumrill Company, 










showing its built-in money and time saving ideas. 


The Rumrill Co., Rochester, N. Y. 
advertising agency which recently 
opened its spanking-new $300,000 
office building, has, in addition to 
an eye-pleasing new home, several 
little “extras” which add to the 
over-all effectiveness of the agen- 


with agency personnel are a unique 
art-filing system, private offices for 
almost all employes, a vending-ma- 
chine lunchroom, a “new look” in 
the art department, a separate art 
supply room, individual air-condi- 
tioning, movable partitions which 


simultaneously, a simple-to-use in- 
ternal communication system, and 
last but certainly not least in the 
eyes of the employes, the “un- 
stodgiest” advertising agency ever. 

Why all the changes? Not to be 
surrealist in thinking, to be sure. 


cy’s daily operations. 
Among the innovations which 
moved into the new building along 


permit future office rearrangement, 
a versatile conference room which 
can be used by two different groups 


The changes came about simply be- 
cause they all offered operating ad- 
vantages. 




























Key books with miniatures of filed artwork are maintained 
for each account. Each miniature is numbered to correspond with 
the larger artwork. An artist, copywriter or account executive 
searching for specific artwork merely flips through the key book 
until he finds what he wants, then goes to the file indicated by 
the miniature’s number. : 

In cases where the agency handles the advertising of more 
than one division of the client organization, several key books are 
required because of the enormous amount of artwork on hand. 

Whenever artwork is removed from the files, small colored 
tabs are inserted in the proper pages of the key book to show 
where it has gone. Blue tabs indicate that someone within the 
agency has the art, red shows that it has gone to a printer or 
engraver, and yellow means that it has been sent to the client. 
Persons removing art from the library sign for it and they are 
responsible for its return. 

New artwork is numbered and dated when it’s received in 
the library. Each account executive automatically receives a copy 
of the art prepared for his client —— usually a tear sheet of the 
advertisement in which it appeared —- appropriately numbered 
so he can easily order the original whenever needed. 

This novel filing system eliminates the old bugaboo of mis- 
placed art and provides a simple and continuous means of im- 
mediately pinpointing the art’s location. 
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A BUILDING DESIGNED FOR WORK (continued) 





Mechanized . . . An 18x23’ lunchroom seating 24 is located on the 
ground floor for the convenience of the employes. Hot soups, 
coffee, sandwiches, soft drinks, milk, candy and cigarets may be 
purchased from automatic vending machines. The lunchroom — 
along with the rest of the building —- was completely decorated by 
a professional decorator. , 


Two by Two . . . Gone from the scene is the traditional artists’ 
bullpen. It’s been replaced by a more efficient system designed to 
simplify the work flow. The new look is two men to an office — an 
art director and an artist —- both of whom work on the same ac- 
counts. Another advantage—perhaps an intangible—is greater 
privacy with a minimum of distraction. 

The agency's art department is ideally located along the build- 
ing’s north wing to allow maximum utilization of natural north 
lighting. 





en 





Double Duty . . . The art supply room, immediately adjacent to the 
artists’ offices, is used both for storage and as a work area. All art 


supplies and some equipment including a “‘lucy,’’ stat machine, . ad 
developer, tracing apparatus, etc., are stored in the 14x24’ room. 4 8.7 aa 7% 

A complete file of statted artwork and color transparencies is also : 
kept here. 


For Building Business van Aa) 


e BINDERS 
e FOLDERS ! 
e PRESENTATIONS 


| JUST PUBLISHED 7 
busine YOURS FREE 


Write Today 
a0 ate ee 


FALL RIVER PLCS Lal aaa 


H AVE 


Dept. AR-1 


CAMERAS — ART AIDS $485 & UP 


PRINTING 
$ SAVERS 


SILK SCREEN 


Oeoler Inquiries lavited 
LACEY-LUCI PRODUCTS CO 
31 Central Avenue 
Newark 2, N. J. 
WRITE FOR CATALOG AR 
Internal Phone System . . . What about your in- 


tra-office phone calls? Do you have to place BULLE TINS 
them through your switchboard operator? Not , : she If you use form letters in lots gf 25 copies 
thi ncy. They’ve i “ 5 : Rant: to 100,000, you'll want to see these clever 
os oge y , oye aenarsige @ Stromberg Cont me . peas 4-color, preprinted letter-sized forms that 
son Dial-X intercommunications system which ahs get ANY message off toa flying start; com 
j eens * mand attention and respect! cata- 
allows executives to make person-to-person calls Berets si ceess estes logue. Write to NATIONAL CREATIVE SALES, 
within the office without tying up the switch- Merete ccs s seed 1030 Leggett Ave., New York 55, N. Y. 
board. When using the new system you merely 


pick up the phone, dial, and you're ready to talk 


— all in a matter of seconds. It’s a real time- if ‘ WATERLE Ss 
saver but perhaps the person who most appreci- i he . “pe CALS 
ates the Dial-X is the office’s switchboard oper- a ; 


a type tough Ving?” 
. lied in seconds without water. Saves r; no 
pes — es in storage. ast eae 
Anot i i ial-X — p Pek CATIONS...lettering, numbers, your trademar 
+ nae ree Necpare at: Wak Cain bie Send now for FREE SAMPLES and estimate. 
there’s no limit to the number of people who can oa ae 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 
participate in a conference call. If, for example, 


an account executive wishes to talk to the copy 

chief and an art director, he phones one or the 

other and asks him to dial the other’s number To 

in turn. A three-man conference call can be 

arranged in less than half a minute. Reach 


7 the 
Actual 


Buyers 


of 
ADVERTISING 


MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Two in One . . . Gone are the days of the oppressively dark wall panels. The con- 


ference room (14x24’) typifies the whole building. It’s light and airy—exactly what 


in 
Advertisi 
you would desire in an advertising agency. The only walnut to be seen is in the racks ve ising 


built into the walls to display current advertising and artwork and the two ceiling 


° 
lighting fixtures designed in the form of artists’ palettes. The latter idea is the brain- Requirements 


child of Fay Harned, the agency’s art chief. 
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(and How Not To) 














Violate the Law 


It's easy to break the letter, if not the spirit, of the 
law, as demonstrated by this incident in AR's editorial life, 


and what we learned as the result of our oversight. 


One day last month, AR was 
honored by a visit from an agent 
of the Chicago office of the United 
States Secret Service. He brought 
out a copy of our October issue, 
and flipped it open to page 64. 

“Every one of those illustrations,” 
he pointed out, “is in violation of 
the law. Each of them may be 
punished by a fine of up to $5,000 
and a prison term of up to 15 years.” 

We gulped, and hastened to as- 
sure the gentleman that we had 
no intentions of violating any law, 
knowing full well within ourselves 
that intent has no legal standing. 

The Secret Service man _ con- 
tinued. “We have no intention of 
prosecuting. We merely want to 
call your attention to the violation, 
so you won't do it again. And you 
ought to read your magazine more 
carefully. About two years ago, you 
published an article by the chief 
of the Secret Service, explaining 
the law.” 

We blushed, and promised to re- 
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read our back issues. As a matter 
of fact, at that moment we decided 
to reprint the article by Mr. Baugh- 
man, and you will find it in this 
issue, as one of our AR Adman’s 
Handbook Series (page 69). 


> But before reprinting it, we did 
a little more research, both with 
government authorities and with 
non-government legal experts. As 
Mr. Baughman points out in his 
article, the law contains the phrase 
“in the likeness of,” and the mean- 
ing of this phrase, as applied in any 
specific situation, is a matter of in- 
terpretation, first by the office of a 
U.S. Attorney, and then by the 
court itself. The Treasury would 
prefer that currency and stamps 
not be reproduced at all, and any 
reproduction might lead to legal ac- 
tion. 

In checking through in Washing- 
ton, AR learned that foreign cur- 
rency must be treated in exactly 
the same manner as United States 


No Longer Illegal Pictures . . 
cuts, reproduced with some changes from 
our October issue, illustrate the sort of 
thing that the Treasury objects to. Note 
the places where the engraver has routed 
out the 





. These 


stamps and the dollar bill. 









money. Title 18 of the U.S. Code, 
which covers the subject, allows the 
reproduction of stamps for “histori- 
cal” purposes, but the Treasury in- 
terprets this very strictly, and re- 
lated closely to the “philatelic” ex- 
ception. 





> The situation, however, 


may 
change soon. Just before the Con- 


gress adjourned, the Treasury 
sponsored a new bill, which was 
introduced as H.R. 9370, and is now 
before the House Judiciary Com- 
mittee. 

This bill extends the permission 
to reproduce stamps to include ed- 
ucational and newsworthy pur- 
poses, and would let publications 
report in a somewhat wider man- 
ner than simply philatelic, al- 
though it would still prohibit the 
reproduction of stamps in adver- 
tising. 

Another provision of the bill 
would permit the use of color 
transparencies (but not prints) of 
both foreign and United States 
stamps, and the use of actual cur- 
rency in movies, television and so 
on. 

That’s where it stands right 
now. For the time being, our own 
practice, and our recommendation, 
is to be very careful whenever a 
stamp or a bill appears in any illus- 
tration, 44 
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Addressing House Offers 
Free Lists For Ad Space 


A two-way service that offers 
trade papers “no-charge” mailing 
lists in exchange for equal-dollar 
value in the publication’s display or 
classified ad columns is detailed in a 
folder from Speed-Address, division 
of Walter S. Kraus Co., Long Is- 
land City, N.Y. 

According to the company, the 
only charges for the mailing lists 
are those of addressing the mail, 
which Speed-Address does for the 
publication using the service. 

The folder gives complete details 
on the addressing service, plus in- 
formation on prices, method of han- 
dling mail, etc. 

Samples of the types of lists 
available from the Speed-Address 
system are also included in the 
folder. 


- + » for more details circle 722, page 105 


Prospect Sees Product 
Via Pop-Up Mailer 


Believing that the _ prospect 
should see the product, the Van 
Norman Machine Co. has managed 
to do just that — in spite of the 
size of the product — via a novel, 
three-dimensional, pop-up mailer. 

A die-cut replica of the Van Nor- 
man 2C centerless grinder, the pop- 
up folder not only points out the 
highlights of the machine but also 
includes a reply card which en- 
ables the readers to send for more 
complete details on the grinder. 

Distributed to 20,000 prospects 
throughout the country, the mail- 
ing was the first of a series Van| 
Norman plans for detailing several | 
of their new grinding and milling | 


| 


machines. 44) 








it was a terrific direct mail gimmick 
— but what burns me up is it was 
one of our own cigars. 











CURVE-LINE TAPES 


A boon to chart and graph makers, 
engineers, draftsmen, layout men, 
methods men . . . anyone who has 
occasion to “draw” broken, dotted 
or solid lines . . . these new 1/16” 
and 1/32” Chart-Pak Curve-Line 
Tapes can save hours of drudgery. 


SO eS ee ee ee ee ae 
(1/16” Curve-Line) 


Precision printed, precision slit, pres- 
sure-sensitive, Curve-Line Tapes are 
easily applied either freehand or 
with the new Chart-Pak “Tape-Pen” 
(shown above) — make straight lines, 
curves, angles, smoothly and accu- 
rately. Correct instantly simply by 
removing and replacing tapes. The 
charts can then be reproduced by 
any standard method. 


(1/32” Curve-Line) 


Available in 8 styles, 14 colors, 
Curve-Line is the newest addition to 
the Chart-Pak Line of pressure- 
sensitive tapes — which incorporates 
hundreds of patterns and combina- 
tions. Templates for plant and office 
equipment layout, Pictograph, flow- 
chart and other symbols, point-sized 
newspaper borders, and plastic 
workboards also available. 


@ Facilities for special printing, precision 
slitting, of special patterns, templates 
and symbols to your order. 


For Full 
Information 


and name of 

distributor nearest you, 
mail the 

coupon below. 





TeHART-PAK. INC. 


HART-PAK, INC. 
ij 532 River Road, Leeds, Mass. 


{ Please send information about Chart-Pak. 


Name 





i inccibinaasiteciemn icant 


i Company 
| Address__— am 


City ‘ictal Zone State 





This coupon border made with Curve-Line Tape 


Di celled tieenhaems emeetean 
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AUDISTINGTIVE, LEATHER-GRAIN COVER 


... How available in White and 12 Colors .. . inewuoine 
NEW PINK, LIGHT BLUE, AND LIGHT GREEN 


A COMPANION Sorg Paper... 
“PLATE FINISH” 


Identical to LEATHER EMBOSSED 
in its base paper and range of 
12 colors and White, Sorg's 
PLATE FINISH offers a striking 
contrast with its gleaming smooth 
surface. 
















Rt us pat orf 










Always a popular choice for its rich, leather-grain 

finish and wide range of colors, Sorg’s Leather Embossed Cover 
is now in even greater demand with the addition of three new 
pastel colors to its line. 
Created especially for those cover uses where a delicate shade of 
color is more appropriate than the deeper colors in the line, the 
new Pink, Light Blue, and Light Green LEATHER EMBOSSED 
have made an instant hit with printers and advertisers. 


Ask your paper merchant for samples of these attractive new 
colors today. 


y - Middletown, Ohio —— 









paper COMPAN 


© Manufacturers and Converters of Stock Line and Specialty Papers 
STOCK LINES 


WHITE SOREX @ CREAM SOREX @ LEATHER EMBOSSED COVER e PLATE FINISH COVER @ EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE @ TENSALEX © MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No, 1 JUTE DOCUMENT @ GRANITE MIMEOGRAPH @ SORG'S BLOTTING 
Offices in NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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Nearly 50 years ago Congress passed a law 
prohibiting the photographing of obligations and 
securities of the United States, which includes 
our paper money. In the past half century many 
newspapers and magazines have violated the law, 
mostly because they did not know about it, or 
because they decided it did not apply to news- 
paper or magazine illustrations. This article is 
an attempt to clarify such misunderstandings. 


The Basic Legal Provisions 

> Actually there are two Federal laws which 
affect reproductions in the likeness of paper 
money and other obligations of the United States. 
One is Title 18, U. S. Code, Section 474, which 
reads in part: 

“Whoever prints, photographs, or in any other 
manner makes or executes any engraving, photo- 
graph, print, or impression in the likeness of any 
such obligaiion or other security, or any part 
thereof, or sells any such engraving, photograph, 
print, or impression, except to the United States, 
or brings into the United States any such en- 
graving, photograph, print, or impression, except 
by direction of some proper officer of the United 
States * * * shall be fined not more than $5,000 


or imprisoned not more than fifteen years, or 
both.” 


> The other law is Title 18, U. S. Code, Section 
475, which was amended June 16, 1951, to read 
as follows: 

“Whoever designs, engraves, prints, makes, or 
executes, or utters, issues, distributes, circulates, 
or uses any business or professional card, notice, 
placard, circular, handbill, or advertisement in 
the likeness or similitude of any obligation or 
security of the United States issued under or 
authorized by any Act of Congress or writes, 
prints, or otherwise impresses upon or attaches 
to any such instrument, obligation, or security, or 
any coin of the United States, any business or 
professional card, notice, or advertisement, what- 
ever, shall be fined not more than $500.” 


“In the Likeness Of. .” 
> Of great importance is the fact that both laws 
prohibit reproductions “in the likeness of” ob- 
ligations of the United States—and Section 474 


A Guide to the Reproduction 
@ Of Stamps and Currency 





The laws that tell you what you can or cannot do when 
it comes to reproducing postage stamps or paper money 
are little understood and often disregarded by advertis- 
ing men. AR reprints here an article by U. E. Baughman, 
Chief, U. S. Secret Service, who outlines the official posi- 


tion of the Treasury Department. 


also carries the words, “or any part thereof,” 
which means that the photographing or printing 
of any design which is in the likeness of any 
portion of an obligation or security of the United 
States is unlawful. 


What is an ‘Obligation’? 

> For the sake of further clarity, here is a defini- 
tion of the words, “obligation or other security 
of the United States,” as given in Title 18, U. S. 
Code, Section 8: 

“The term ‘obligation or other security of the 
United States’ includes all bonds, certificates of 
indebtedness, national bank currency, Federal 
Reserve notes, Federal Reserve bank notes, cou- 
pons, United States notes, Treasury notes, gold 
certificates, silver certificates, fractional notes, 
certificates of deposit, bills, checks, or drafts for 
money, drawn by or upon authorized officers of 
the United States, stamps and other representa- 
tives of value, of whatever denomination, issued 


under any Act of Congress, and canceled United 
States stamps.” 


> The laws are plain. You cannot, without prop- 
er authority, make an engraving, print, or other 
impression of an obligation of security of the 
United States, or any part of such obligation or 
security. You cannot make, circulate or use any 
advertisement in the likeness of any such obliga- 
tion or security, or part thereof. 

The term “proper authority” includes certain 
exceptions in the form of regulations prescribed 
by the Secretary of the Treasury with respect 
to postage stamps and saving bonds and stamps. 
These regulations are explained elsewhere in 
this article. 


Why Can't You? 
> What danger lies in making photographs of 
money, or advertisements which resemble 
money? The U. S. Secret Service, which is 
charged with the enforcement of the counterfeit- 
ing laws, has had cases where newspaper photo- 
graphs of counterfeit paper money have been 
clipped from papers and passed as genuine notes. 
It has had cases where so-called “play money” 
and even “rubber money” has been successfully 
passed as the real thing. 
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Reproduction of Stamps and Bills 




















































































































































are important factors in avoiding a degree of 
“likeness” which would be in conflict with the 
law. The safest way to avoid a violation, of course, 
is to refrain entirely from photographing paper 
money, Government checks or other obligations. 


For Philatelic Purposes 

> As we have seen, a U. S. stamp (postage or 
Internal Revenue), canceled as well as uncan- 
celed, is an obligation of the United States. How- 
ever, regulations of the Secretary of the Treas- 
ury, issued under Title 18, U. S. Code, Section 
504, permit publication of illustrations of U. S. 
postage stamps, in black and white only, and only 
for philatelic purposes in articles, books, journals, 
newspapers, or albums (including the circulars 
or advertising literature of legitimate dealers 
in stamps or publishers of or dealers in philatelic 
or historical articles, books, journals, or albums). 
Such illustrations, though, must be of a size 
less than three-fourths or more than one and one- 
half times the size of the original stamps. 

The same law permits black and white illustra- 
tions, for philatelic purposes only, of foreign rev- 
enue stamps if from plates so defaced as to in- 
dicate that the illustrations are not adapted or 
intended for use as stamps. It also permits black- 
and-white illustrations, for philatelic purposes, 
of foreign postage stamps without limitation as 
to size, and black and white illustrations of such 
portion “of the border of a stamp of the United 
States as may be necessary to show minor dis- 
tinctive features of the stamp so illustrated, but 
all such illustrations shall be at least four times 
as large as the portion of the original United 
States stamp so illustrated.” This latter restric- 
tion would apply to U. S. Internal Revenue 
stamps, for example, which cannot be illustrated 
in their entirety without special permission of 
the Chief of the Secret Service. 


It Has Happened 

> Most counterfeit bills today are made by photo- 
engraving processes, which begin with a photo- 
graphic negative. There is no implication that 
a reputable publisher would photograph a $10 
bill to illustrate a story in his publication, and 
then use the negative to produce a counterfeit 
plate, but in at least one case the Secret Service 
arrested an employe of a newspaper who used 
the paper’s facilities after hours to make plates 
for counterfeit $1 bills. The photographic nega- 
tive of money which is made with good intentions 
and which later falls into unscrupulous hands 
is one danger which the strict enforcement of 
the law can prevent. 

It is possible, of course, to photograph paper 
money so that no part of the money is “in the 
likeness” of genuine money. The distance of the 
camera from the object, the angle at which the 
photograph is taken, the sharpness of focus, all 

Special permission for publication of certain 
illustrations of currency and other obligations 
of the United States is occasionally granted when 
such illustrations are to be used for educational 
purposes. Any requests for this permission should 
explain specifically what is desired to be photo- 
graphed and for what reason, in order that the 
authority, if granted, may be equally specific. 


Color is Out 
> Illustrations of currency and stamps in color 
are not permitted, except that special authority 
has been granted to some philatelists to make 
color transparencies of stamps for philatelic pur- 
poses, with the provision that no opaque repro- 
ductions will be printed. Also, the Attorney Gen- 
eral of the United States has rendered an 
opinion that restrictions on stamp _ illustrations 
did not apply to “demonetized stamps” of for- 
eign governments—that is, stamps issued by gov- 
ernments no longer in existence, or foreign 
stamps which are not valid as postage in the 
country of origin. Such stamps may be repro- 
duced without restriction as to size or color, but 
the Treasury Department holds that the burden 
of proof as to the demonetized status of the 
stamps so illustrated is upon the publisher. 
Under regulations of the Secretary of the 
Treasury (Title 31, Code of Federal Regulations, 
Part 405) illustrations of U. S. savings bonds 
and savings stamps may be made for publicity 
purposes in connection with the campaign for 
the sale of such bonds and stamps, but illustra- 
tions of savings stamps must be less than three- 
quarters, or more than one and one-half, in 
linear dimension, of each part of such stamps. 
The making of any reproduction of a savings 
bond or savings stamp in any other manner is 
prohibited. 


Coins Are Permitted 

> Before July 16, 1951, the Federal laws pro- 
hibited illustrations of coins, but on that date 
an amendment was adopted (Public Law 79, 82d 
Congress, approved July 16, 1951), which re- 
moved the restriction on photographs and printed 
illustrations of coins. The law, however, does 
prohibit the manufacture, sale or use, of “any 
token, disk, or device in the likeness or simili- 
tude as to design, color, or the inscription thereon 
of any of the coins of the United States or of 
any foreign country issued as money, either un- 
der the authority of the United States or under 
the authority of any foreign government.” 

Any questions or requests for additional in- 
formation may be forwarded to the U. S. Secret 
Service, Treasury Department, Washington 25, 
D. C., or to the nearest Secret Service field 
office. 44 


Thumbnail Summary 


Coins: Reproduction permitted 

U. S. Postage Stamps: For philatelic and 
historical purposes only; in black and 
white; less than % or more than 1% times 
original size. 

Foreign Postage Stamps: Same as above, 
but foreign stamps no longer good for 
postage may be reproduced in color. 

U. S. Savings Bonds or Stamps: Per- 
mitted in connection with sales promotion 
for their sale, but stamps must be shown 
less than % or more than 1% original size. 

Currency, U. S. or Foreign: Prohibited in 
whole or in part. 














By Robert B. Konikow 
AR Managing Editor 


Take five sales executives. Mix 
with a handful of stagehands and 
technicians. Let simmer for 24 
cities and 13,000 miles. Stir in 
20,000 automotive wholesale parts 
salesmen, with appropriate amounts 
of liquid and other refreshment. 
Add audio-visuals, music and warm 
handshakes. You will end up with 
Auto-Lite’s Sellerama 57, a dra- 
matic sales pitch that raised the 
enthusiasm of the men who handle 
the products of this well-known 
Toledo firm. 

The problem faced by Auto-Lite 
was not unusual. Any company 
whose products are 
through independent jobbers finds 
it is in competition with the 200 
or so other lines handled by these 
salesmen. In order to get attention, 
some special approach must be 
adopted. Here, Auto-Lite decided 
to use a dramatic presentation, ex- 
citing enough to arouse enthusiasm, 





distributed © 


Auto-Lite Covers the Country . 


Traveling 13,000 miles, this hard-hitting dramatic sales 
presentation brought a message to 20,000 salesmen in 
just six weeks, using the latest audio-visual techniques. 


with top people to give the pres- 
entation importance, and packed 
with enough new material to make 
it worth while for jobbers to attend. 


> The idea began to take form in 
November 1956, about nine months 
before the planned date of the in- 
itial presentation. At that time, it 
was decided to take the show, and 
the top merchandising people, on 
the road. 

Having once decided that a trav- 
eling dramatic presentation was to 
be used, the next step was to check 
hotel facilities to make sure the 
plan was feasible. A study of the 
locations of Auto-Lite dealers in- 
dicated that 24 cities would offer 
locations close enough to a large 
proportion of accounts on the com- 
pany list to make an afternoon- 
evening session practical. 

A hotel was selected in each of 
the cities. The requirements were 
simple. It had to have an air-con- 
ditioned room large enough to ac- 
commodate the stage and the num- 





a 





ber of people expected, and have a 
fine standing in the area. And, of 
course, it had to have an open date 
at approximately the right time. 
With shows planned for successive 
nights in different cities, the troupe 
couldn’t afford to do too much 
backtracking. 

Once confirmations had been ob- 
tained, planning of the show itself 
could proceed. Wilding Picture 
Productions, Chicago, was brought 
in to produce the presentation. It 
developed a miniature stage which 
was used, on February 1, to dem- 
onstrate the plan to Auto-Lite’s 
top brass, and to get formal ap- 
proval. 


> The presentation, at that point, 
involved the customary talks by 
Auto-Lite personnel. Scheduled to 
participate were Don B. Seem, vice- 
president and director of advertis- 
ing; General Sales Manager Max 
H. Smith, and the merchandising 
managers for batteries, for spark 
plugs, wire and cable, and for serv- 
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TEL-A-STORY COMMANDS 


ATTENTION! 






Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
Automatic Projector 


DRAWS CONVENTION 
CROWD 


ai 
OF SALE — will sell your prod- 


STIMULATES SALES uct using twelve 
MEETINGS 35mm or 2” x 2” 
square transparen- 

cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Ecoriomical to own and use. 
Ideal for any type product or service. 
Write Dept. V. 
for illustrated brochure 
and prices 






TEL-A-STORY, INC. 
523 Main Street, Davenport, lowa 





EXHIBIT SALESMAN — for New Jersey's 
fastest growing exhibit house. Excellent 
opportunity for the right man. Write giving 
complete details. Box 33, c/o Advertising 
Requirements, 200 E. Illinois St., Chicago 
11, WM. 





Pick a Bonus 
Combination ... 


Here’s a pack- 
age deal that’s 
fit to be tied 
and wrapped 
for economy! 
Combine your insertions in 
any two — or three — of : 
these publications, 
© Advertising Requirements } 
© Industrial Marketing } 

e Advertising Age 

issued by ; 
Advertising Publications, Inc. 
By combining your total 
number of insertions you 
earn the best frequency 
discount fcr each, and the 








minimum rate-holder 
regulations apply for 
maximum economy. 


GD. wertising 
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The Sellerama '57 Itinerary 


June 10 — Detroit — Sheraton- 
Cadillac Hotel 

June 11 — Cleveland — Hotel 
Cleveland 

June 12 — Albany — DeWitt 
Clinton Hotel 

June 13 — Boston — Somerset Hotel 

June 14 — New York — Hotel 


Statler 

June 15 — Philadelphia — Sheraton 
Hotel 

June 17 — Washington — Hotel 
Statler 

June 19 — Charlotte — Hotel 
Charlotte 

June 20 — Atlanta — Dinkler Plaza 
Hotel 

June 22 — Memphis — Hotel 
Peabody 


June 24 — St. Lovis — Hotel Statler 
June 25 — Cincinnati — Sheraton 
Gibson Hotel 


June 26 — Pittsburgh — Hotel 
Webster Hall 

July 8 — Chicago — Conrad Hilton 
Hotel 

July 9 — Minneapolis — Nicollet 
Hotel 

July 10 — Des Moines — Savery 
Hotel 

July 13 — Portland — Multnomah 
Hotel 

July 15 — San Francisco — Sheraton 
Palace 

July 17 — Los Angeles — Hotel 
Statler 

July 19 — Houston — Shamrock 
Hilton 


July 20 — Dallas — Statler Hilton 

July 22 — Oklahoma City — 
Oklahoma Biltmore Hotel 

July 23 — Kansas City — Hotel 
Muehleback 

July 25 — Denver — Shirley-Savoy 
Hotel 





ice parts, Robert Price, John W. 
Lingle and Barney A. Noonan, re- 
spectively. All of these men could 
speak with authority, and were 
well known to the wholesalers who 
were expected to attend. 

Based on their summaries of what 
they were going to say, a script was 
whipped into shape. Then, various 
audio-visual devices were added to 
the spoken word, dramatizing the 
entire presentation. Various levels 
of the stage were utilized to lend 
movement and variety. Both a film- 
strip and a motion picture, produced 
by Wilding, were prepared as part 
of the program. 


> While the presentation itself was 
being developed, plans were made 
to promote the tour among the 
jobbers. The kick-off to this cam- 
paign was an April 1 meeting at 
Toledo. All Auto-Lite’s regional and 
district sales managers were 
brought in for this gathering, at 
which the plans for the tour were 
outlined. Wilding’s miniature stage 
again served to give a vivid illus- 


Grand Finale .. . 
The cast of executives, 
in bright blazers, 
end the presentation 
with a chuckle. 


which the visitors took their seats. 


tration of the excitement that was 
built into the program. 

At this time, an incentive plan 
was announced. In order to get 
wholesalers’ salesmen to put more 
effort behind the Auto-Lite line, a 
prize stamp plan, worked out in 
conjunction with Cappel, MacDon- 
ald, Dayton, was set up to run from 
August 1 to October 31. In this 
plan, wholesalers would register 
their salesmen, sending in their 
names, home addresses, and names 
of their wives. Cappel would then 
send prize catalogs and stamp books 
directly to the men’s homes, al- 
though this would not be done un- 
til after the plan had been an- 
nounced at the series of meetings. 

The mechanism was simple. The 
wholesaler got a supply of stamps 
with merchandise he received start- 
ing July 1. As his salesmen wrote 
orders for Auto-Lite equipment, he 
passed out stamps, according to a 
point schedule set up by Auto-Lite’s 
sales department. At the end of the 
promotion, each salesman (or per- 
haps, more often, his wife) sent the 





motors of both projectors 


were 








Type C prints from Kodak color negative materials 
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Quick Dismantling 


Right after the 
show, the set comes down and goes into 
its specially-fitted crates, ready for the 
trip to the next stop 


filled book directly to a post office 
box in Dayton, and the prize was 
shipped directly to the man’s home 
address. All of this was taken care 
of by Cappel, and Auto-Lite did 
not need to worry about the details 
of stamp or prize handling. 


>» The first. presentation was sched- 
uled for June 10, at Detroit’s Sher- 
aton-Cadillac Hotel. Obtaining an 
audience had not been left to 
chance. An original announcement, 
in full-color, was mailed on May 
10 to all accounts, giving a sched- 
ule of the meetings, and inviting 
both the head of the firm and as 
many of his salesmen who could 
make it. A return postcard was at- 
tached, to indicate the number at- 
tending from that company. 

Reports on these were sent out, 
through the regional and district 
sales offices, to Auto-Lite’s own 
sales force. They put attendance at 
the nearest meeting on the Seller- 
ama tour high on the list. Their per- 
sonal calls were backed up by a 
series of reminder mailings, urging 
enrollment, both in the stamp con- 
test and for the nearest meeting. In 
addition, each salesman used the 
phone to remind his accounts the 
day before. 


> Each meeting started at 2 p.m. 
As wholesalers and their salesmen 
came in, they were met by Auto- 
Lite representatives, who helped 
them register. This was made as 
simple as possible. It merely in- 
volved signing a guest book, and 
getting a long slim card which fit 
into the breast pocket of a man’s 
shirt or jacket. At the top it car- 
ried his name and affiliation. 

At the bottom, there were two 
perforated tabs. Later, they would 
be torn off to serve as his ticket 
of admission to the cocktail party 
and to the dinner that was sched- 
uled to follow. 

The ballroom of the hotel, in 
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which the visitors took their seats, 
was set up for the performance. At 
one end was the stage at the 
other, a special projection table. 
Flood lights were placed a little 
way back along both side walls. At 
one side of the stage was an or- 
chestra, hired locally for the oc- 
casion. 


>» Backstage sat James Gillespie, di- 
rector of the production and a Wild- 
ing staff member. He was in touch 
with three other members of the 
stage crew, all of whom traveled 
with the production. These con- 
sisted of a carpenter and an elec- 
trician, who worked backstage, and 
a projectionist, at the platform at 
the rear of the audience. In addi- 
tion, there were men hired locally, 
both at the projection table and 
behind the scenes. 

The program flowed smoothly, 
using changes of speakers, special 
tableaux in the insert stage, film- 
strips on the wide screen and reg- 
ular 16mm films, for which the cur- 
tains were pulled back only par- 
tially. 

For the filmstrip, a CPE Gold- 
plated projector was used, while 
two 16mm projectors were on hand 
for the motion picture, one a Bell 
& Howell and the other an Ampro. 
Two projectors were used as a safe- 
ty measure, although either of 
them could handle the 1200’ reel. 
At the start of the meeting, both 
projectors were threaded and 
plugged in. When it came time for 
the actual running of the film, the 


Backstage View . 


motors of both projectors were 
turned on, but the lamp of only 
one of them was lit. While the mo- 
tors were not synchronized, they 
ran at nearly the same pace. 

Only once was this protection 
necessary. This time the film on 
the machine in use broke. It was 
a matter of seconds to throw the 
light switch on the dark machine 
picking up the picture on the screen. 
While the transition may not have 
been completely smooth, it was 
smooth enough so that the inter- 
ruption was not very annoying. Al- 
most before people had a chance 
to turn around to see what was 
wrong, the picture was 
on the screen. 


resumed 


> The show ran slightly over two 
hours. At its end, brought to a 
peak by the announcement of the 
prize stamp incentive program, the 
meeting adjourned for cocktails. 
This was not only a pleasant break, 
but it permitted the hotel staff to 
rearrange the ballroom for dinner. 

At dinner, no business program 
was planned. Auto-Lite people did 
not sit together, but an effort was 
made to have somebody from the 
company at each table. Also, there 
was no head table. The only for- 
mal action was for somebody from 
Auto-Lite, about the time dessert 
was served, to thank the group for 
coming. 


>» As soon as dinner was over, the 
stage crew dismantled the set. By 
this time, the props, costumes and 





. . The stage, of fabric stretched over an aluminum frame, goes up 


in three hours. The director controls the pace of the performance from his table, con- 
nected with the projectionist, the orchestra leader, and visible to the stagehands. 
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lives in the joy 
and satisfaction 
of the giver... 


...and in the 
delight and 
thankfulness 
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who receive 


Almost everybody remembers 
to make Christmas Seals a part of his giving... 
because they give the greatest gift of all, 
health, life itself, to so many. 
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other small items have been packed 
in the specially designed crates. The 
set, made of frames of aluminum 
channel, covered with stretched 
fabric, came apart without tools, 
and went into its own crates. Con- 
struction of the set was by Tobin’s 
Lake Studios, South Lyon, Mich. 
A trailer, fitted for the produc- 
tion, was leased from John Ivory, 
Detroit, and within an hour after 
the close of dinner, the production 
was on the road, rolling to its next 
city. Most of the jumps were short 
ones, as can be seen by the sched- 
ule. Occasionally, of course, dis- 
tances were too great to allow 
showings on successive days. In 
addition, there was a ten day break 
in the middle of the tour to enable 
the sales executives to get back to 
Toledo to get acquainted with their 
families and to whittle down some- 
what the accumulation of mail. 


> What did this program cost? Ac- 
curate figures are not easy to com- 
pute, since the time of salesmen 
devoted to the meetings cannot be 
pinned down exactly. Auto-Lite has 
set the cost of this campaign at 
$500,000, and worth every cent of 
it. Cost varied, of course, from city 
to city, depending upon the scale 
of the hotel selected. In Chicago, 
for example, the cost, for about 900 
guests, came to $20,000, and this was 
about high for the program. 

All in all, it was a tiring program 
for the principals involved, yet all 
agree it was a rewarding one. It 
permitted face-to-face contact with 
thousands of key salesmen; it 
aroused enthusiasm among. inde- 
pendent wholesalers; it got a new 
program off to a fast start. 44 


Reynolds Displays Rise 
Of Aluminum Packages 


The growing popularity of alumi- 
num foil packaging is being dra- 
matically portrayed in “Packaging 
Showcase,” a touring exhibit spon- 
sored by Reynolds Metals Co., 
Louisville, Ky. 

Scheduled for a tour of major 
U.S. cities, the “Showcase” includes 
90’ of panels displaying hundreds of 
aluminum foil packages in all vari- 
eties, and a stage for movies, slide 
projections and other visual presen- 
tations to tell the complete Reynolds 
story. 

The exhibit, in spite of its com- 
plexity, was designed to be self- 
sufficient and flexible enough to be 
set up in any space from hotel ex- 
hibit rooms to company auditori- 


ums. Projection equipment, lighting 
system, film library and aluminum 
chairs are carried along with the 
exhibit in each move. 

Because of the hundreds of pack- 
ages which must be taken down, 
wrapped and remounted, Reynolds 
estimates new location set-up time 
as about eight hours. 

Packaging Showcase was de- 
signed by Phil George, of the Reyn- 
olds styling and design group, in 
collaboration with Paul Dearborn, 
director of packaging markets for 
the company. 44 


Low Budget Exhibits 
Designed to Expand 


Low-cost displays that expand as 
space demands have been intro- 
duced by Ohio Displays, Cleveland, 
at a cost of about 50% of con- 
ventional, custom-designed units. 

Called “Expan/displays,”’ the 
units are available in various styles, 
but all employ the panel-assem- 
bling method to enable the displays 
to grow with the exhibit area. 

Center panels are assembled to 
a conventional 1x3” frame for 
rigidity while the wing panels are 
also framed for added structural 
strength and hinged to the center 
panels. 

According to the company, the 
exhibit design, assembly method 
and packaging adds up to economy 
through speed of handling and 
quality since it was adapted from 
more expensive custom-built units. 

Available in an exhibit “pack- 
age,” a basic Expan/display in- 
cludes an illuminated header with 
company name, three copy panels 
and bullet-type spot lights. 

Additional details are available 
from Ohio Displays, 2205 W. Su- 
perior Viaduct, Cleveland 13. 44 


Business Paper Issues 
Calendar of Events 


The 1958 schedule of coming 
events in the electronic industry is 
available in a_ special issue of 
Electronic News, Fairchild Publi- 
cations Inc., New York. 

Designed to look like a calendar, 
the ad-planner issue enables the 
reader to see, at a glance, all forth- 
coming conventions, meetings, 
shows and exhibits sponsored by 
the groups and associations serving 
the electronics industry. 

Copies of the “calendar-of- 
events” are available. 


. . « for more details circle 701, page 105 











The AR Exhibit Album 


Exhibits can do many jobs, as these 
examples, selected from the work 


of outstanding designers, show. 
1. Martin’s Animated Rocket .. . 


1. Animated Rocket .. Project 
Vanguard is explained with the aid 
of lighting in this exhibit for the 
Martin Co., Baltimore, built by Ivel 
Corp., Brooklyn. Lights start out 
on the dotted line. As the lights 
reach the first separation point, the 
round panel labeled “1st Stage” on 
the back wall also is illuminated. 
At the same time, that section of 
the rocket itself is lit. The dotted 
lines continue along their path, and 
at the second separation point, both 
panel and rocket section lights go 
on. The process is repeated at the 
third separation point, and the path 
of the satellite lights up, one spot at 
a time. All lights then go off, and 
the cycle is repeated. 

In the section on the right, the 
globe rotates and a miniature “sput- 
nik” rotates about it, against a deep 
blue back wall, sprinkled with 
“Twinkle” lights. 

~s , Design was the joint effort of 
2. Shain’s Hotel Room Display . . . William F. Kaiser, Martin Co., and 
Raymond Losier, Ivel. 


2. Hotel Room Display .. The 
problem was how to make a good- 
looking exhibit out of a two-room 
suite in a hotel. The client, a shoe 
manufacturer, had been following 
the common practice of spreading 
merchandise on tables, piled high 


3. Pepsi’s Magnetic Fountain .. . 4. Juhl’s Self-Promoting Exhibit .. . 
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durability, economy count. | 
And you can have them all 





or embossed as you wish. | 





with shoes. and 
swatches. 

Highlight of the display in the 
room devoted to women’s shoes was 
a structure made of short lengths 
of cardboard mailing tubes, held 
together with heavy paper clips. 

Photopanels and flat-color panels 
were used to furnish a background 
for displays of materials and to 
transform the room. 

Design was by Gersin & Arnold 
Associates, New York, for Shain & 
Co., Boston. 


cumbersome 


3. Magnetic Fountain .. The 
Pepsi-Cola exhibit, in the Merrill, 
Lynch, Pierce, Fenner & Beane In- 
formation Center in New York’s 
Grand Central Station, made new 
records in attendance this summer. 
In a two-month period, more than 
500,000 visitors stopped in at the 
exhibit. 

The pulling factor, according to 
Structural Display Co. Inc., New 
York exhibit builder, was the pat- 
ented display “Syncopated Waters,” 
which has multi-colored sprays of 
water rising and falling in time to 
popular and classical music. 

The story of Pepsi-Cola was in- 
terpreted via three-dimensional an- 
imated display units working on 
hydraulic lifts, and through an 
eight-minute color film. For the 
first time, a Pepsi-Cola exhibit 
didn’t dispense samples of its prod- 
uct! 

Design was under the direction of 
William Joachim, Pepsi design con- 
sultant and Thomas Byrne, Struc- 
tural Display Co. 


4. Self-Promoting Exhibit .. 
Given space in the lobby of the 
First Natl. Bank, Elkhart, Ind., the 
Juhl Advertising Agency installed 
a striking display, on alternate 


6. Gulton’s Subdividible Exhibit . 


black and white panels, showing 
how a national advertising cam- 
paign was developed. Flame red 
letters, picking up the initial letters 
of the section titles lent color to the 
display. 

Agency credit was limited to the 
name only, which appeared on the 
drawing board and on the last pan- 
el. Design was by Juhl art director 
Hal Bessmer, and based on a cam- 
paign developed by the agency for 
Everett Piano Co., South Haven, 
Mich. 


5. Lobby Display . . This simple 
exhibit, in the lobby of the Peoples 
Savings Bank, Evansville, Ind., has 
succeeded in creating new box 
rentals among people who never 
before had seen an actual safe de- 
posit box. Against cut-out and 
tinted photographs, an open and 
filled box held documents and 
jewelry. To foil feeling fingers, a 


NEXT BEST 


__ TOHAVING A BOX 
wm AT FORT KNOX! 





5. Peoples’ Lobby Display . . 























non-removable lid of Lucite was 
installed. Keller Crescent Co., Ev- 
ansville, developed and produced 

















Ses thane. Now Gleaming FasCal Chrome, 

the indestructible self-adhesive 
6. Subdividible Exhibit . . One FasCal material for distinctive 
big exhibit, stretching 40’ at a na- nameplates. labels and displays 
tional show, broke down into four Chrome : ng, h h” = ee 
sections, once the show was over. now has ‘leather touch" retcase. 
Each measured 10’ and was de- releases Fasson’s exclusive new release 
signed to stand by itself. One was 


warehoused in New York, the sec- ata lets you peel off the backing paper 
ond on the West Coast, the other at production line speed without 
two in the Midwest and the South- curl. The powerful pressure 
west, ready to participate in region- : sensitive adhesive makes FasCal 
al shows. 

This cut down shipping costs and Chrome ideal for permanent signs. 
scheduling difficulties, and if needs ; 
be, the four sections can be brought [ Wonk ty Sy GY 


together again for a second national 0 Send for samples and prices today. 
show. Design and construction was 
by Gardner Displays Inc., Pitts- 
burgh, for Gulton Industries Inc., ri 
Metuchen, N. J. 


















(Exhibit designers and producers, 
as well as sponsors, are invited to 
send photographs for our consider- 
ation for future issues of our er- 
hibit album .. . Ed.) 


Weather Forecast Service 
Developed for Industry 


A low-cost monthly forecasting 
service, developed for executives in 
weather-sensitive industries, has 
been introduced by Weather Trends 
Inc., New York. 

A standardized version of ex- 
pensive, personalized forecast serv- 
ices, this one offers regular, long- 
range forecasts at a fraction of pre- 
vious costs. 

Each month's. bulletin’ gives 
specific temperatures and precipita- 
tion for the coming month, plus 
more general information for the 
following two months. 

Other advantages include weath- 
er maps, in various colors, for split- 
second indications as to the weath- 
er in various sections of the coun- 
try, plus specifics concerning each 
of seven climatological zones in 
the United States plus Canada. 





















Fasson Products 


Dept. Al11Q 
250 Chester Street © Painesville, Ohio 





















A sample bulletin is available. You Get Something 


. « » for more details circle 702, page 105 


Extra at API 


Advertisers may combine their total number of insertions in-— 
® Advertising Requirements 
® Advertising Age 
® Industrial Marketing 


—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


ag ig ggg... ADVERTISING PUBLICATIONS, Inc. 


tors...! 5 a: Ped ae 
200 E. Iblinois St., Chicago 11, Illinois 





December 1957 


Christmas 1957 


Mino the angel, Gabriel, said 
to Hilary,“ Fear not, for thou 
a a0 hast found favor with God... 
" ox DE Thou shalt bring forth a son and shalt name 
9 7 yi ; ai shim Jesus. Ae shall be great and be called the 

Son of the Highest." This Christmasas wwe 
Worship and rejoice in celebrating the Aanivitu 
of the Prince of Peace, let us ever be mindful 
of the spiritual meaning of this great dan and to 
live by and defend the teachings of Christ. °° 
Let us again reaffirm our faith in God and give 
thanks to im for our countiess blessings. As 
a nation of free people, let us prav for the less 
fortunate, who are fectered bu fear and ignorance 
—for the sick and those in Sorrow, f that thev man 
find new hope and happiness... Let us con- 
tinue to prau for the unitu of all nations, that all 
people mau dwell in enduring peace and harmony. 

“And of His Kingdom there shall be no end.” 
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By David Finn & Bill Ruder 
Ruder & Finn Inc. 
New York 


There are some things Macy’s has 
to tell Gimbel’s and everyone 
else. Any publicly-held corporation 
is obliged to make facts and figures 
publicly available. But why does a 
privately-owned public relations 
firm issue an annual report? 

Curiously enough, the question 
most frequently asked about Ruder 
& Finn’s almost unprecedented pub- 
lication of an annual report is not 
“Why do you publish it?,” but “For 
whom do you publish it?” To whom 
do we want to reveal so frankly and 
openly not only how we operate but 
how many people we employ, what 
clients we have and how much 
money we've made? 

The answer is “To all those peo- 
ple we think will be interested in 
seeing just how well we can do for 
ourselves, what we set out to do for 
others. And that is to devise a tool 
that will reflect the personality of 
our agency to its various publics.” 


> What we wanted most to convey 


was our feeling that we had reached 
a point where it would be well to 
stop and evaluate our rapid prog- 
ress. We wanted to let our business 
associates know that we have been 
introspectively concerned with the 
ethics of our profession as well as 
with the successful management of 
their and our affairs. PR is still a 
young and little understood busi- 
ness. 

We have been growing up with 
it and we wanted to clarify what 
we considered to be the objectives 
and the responsibilities of our pro- 
fession. The conclusions we came 
to were a message we wanted to 
be read, and we wanted it pre- 
sented in a form that would prop- 
erly represent our _ philosophy 
about the peculiar function of 
graphic design for public relations 
purposes. 

We maintain that graphics, for 
p.r. purposes, is a very different 
animal from graphics for any other 
promotional purposes. Every piece 
of printed material a public rela- 
tions agency turns out has, in addi- 
tion to its immediate purpose, an- 
other important function, the pres- 


entation of a consistent company 
personality. 

It's because we put such a high 
value on the proper graphic in- 
terpretation of a problem that we 
established our subsidiary, Public 
Relations Graphics, and our an- 
nual report was exactly the sort 
of challenge it is equipped to meet. 


> We’re pleased with it. We think 
we've turned out a job that speaks 
for us not only in words but in the 
graphic impression it creates. How 
much careful thought went into 
the selection of every single aspect 
of its design is not, and should not 
be immediately obvious, but we 
could not have achieved what we 
consider a very happy combina- 
tion of function and design without 
it. 

Binding, paper, type, color, size 
and placement were chosen with 
a very definite purpose in mind. 
The general tone was to be one 
of dignified restraint that still gave 
an impression of creative original- 
ity. To achieve this combination we 
kept the color scheme warm but 
subdued, confining ourselves to one 
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end of the spectrum. Varying har- 
monious shades of yellow and 


orange paper were set off by neat 
brown type. 


>» Novelty of impact was, we think, 
accomplished by a radical departure 
from the usual 


“annual report” 
size and by the use of a spiral 
binding (another unusual touch, 


particularly since it was ordered 
in brass to pick up the gold cover 
rather than in the ordinary silver- 
colored metal). 

The clear plastic overlay served 
as protection for the gold cover 
and enabled us to use the specially- 
designed R&F logo over the book’s 
title in a well-balanced type ar- 
rangement. 

The paper was remarkably in- 
expensive. While it is always our 
aim to produce an effect of qual- 
ity within the budget allotted, the 
very low paper cost, in this case, 
resulted from the use of uncon- 
ventional stock selected primarily 
for color. Suntan Kraft, ordinarily 
used only for envelopes, hardly ever 
for page paper, offered just the 
right contrast to the orange onion 
skin used for dividers. 

These dividers were used for 
interest and variety and to serve 
as chapter headings. We decided 
against any photographs because 
we wanted to emphasize the verbal 
message .. . to lead the eye to read 
rather than just look. 

The simple line devices on each 
onion skin divider were designed 
to be symbolic of the sections that 
followed. The first one integrates 
the personal signatures of the firm’s 
owners into the page design, thus 
avoiding the usual signed “letter 
to stockholders” look characteristic 
of annual reports. A pattern of in- 
termeshing circles introduces a dis- 
cussion of our operating methods 
and our philosophy of the function 
of public relations. 

The scope of Ruder & Finn’s 
Field Network is symbolized by a 
section of road map showing linked 
communities. A stylized globe is 
the device used to signify Ruder 
& Finn International. The page de- 
voted to our Special Markets Net- 
work is introduced by a pattern of 
concentric circles indicative of its 
activity in pinpointing particular 
market problems. 

The typeface throughout is De- 
Vinne, with Caslon initials. 


> No description of R&F’s annual 
report would be characteristic of 
us if it were not as frank as the re- 
port itself tries to be. If we had it 
to do over again we would avoid 
these mistakes: we wouldn't let 
that attractive logo hide the words 


_Every Purpose 


annual report; a simple reversal 
of wording would have avoided 
this. And we wouldn’t have gone 
quite so black and bold on the in- 


side back cover. We don’t think 
now that it becomes us or the 
book. 


Otherwise, to be perfectly frank, 
we like it fine. The response we've 
had would indicate that many 
others do too. a4 


The Sleek Look... 


New Binders Aid 
Sales Presentations 


A neat, unbulky binder can 
sharpen many a sales presentation. 
Recent improvements in the field 
are helping to make the salesman’s 
lot an easier one. Among them are 
the following. 


Whirl-Board 
Eases Filing 


A Whirl Board file, 
in letter, legal and 
notepaper sizes. 
keeps punched sheets neat and easy 
to turn, according to a descriptive 
bulletin from Lansdale Products 
Corp., Lansdale, Pa. The file is 
mounted on Masonite, with giant 
rings which move with the papers. 
A convenient alphabetical index 
helps to locate material, and a 
pearl press-board cover keeps con- 
tents clean. 

Paper snapping, jamming and 
tearing—especially at hole margins 
—is avoided with this file, which 
can be hung up for easy reference. 


- « for more details circle 707 page 105 


A Binder for Packed into a 24- 


page “idea book- 
let” from Elbe File 
and Binder Co., Fall River, Mass.., 
is a wealth of material on loose- 
leaf catalog planning. The general 
subject is sales presentations, with 
company sample books, work or- 
ganizers, sales kits and display 
binders clearly illustrated. 

Whatever the product or service 
to be presented, there’s usually an 
effective binding solution. Among 
the special binders shown are rug 
display holders, fabric swatch 
books, floor tile display books and 
jewelry displays. 

Several guides in the back of the 
booklet give advice on binder se- 
lection, sheet stocks, laminating and 
indexing. 


- « + for more details circle 708 page 105 


Oval-Back for 


Binding bulky- 
Bulky Books 


books—in lengths 
up to 700 pages— 
is made easier with a new Oval- 
Back plastic binding developed by 








JUST ARRIVED 
FROM HAMMERMILL... 


TWO NEW WHITES IN COVER PAPER 


STAN DARD Brand new — and it’s brighter than ever before. Standard 


white Hammermill Cover provides better contrast, whether 


you’re printing in black and white or in colors. No in- 
WH Mt crease in price. 
\ \ / Jy A new premium white with fluorescent dye— for that 


extra brilliant background you need for special effects 
—_ printing. Yet it costs no more than colored Hammermill 
Cover. A stock item. 


ASK YOUR PRINTER to show you samples of like-sided 
Hammermill Cover. In addition to the two new whites, 
you can get Hammermill Cover in india—plus green, 
blue, black, canary, sepia, gray, red and gold. 
Hammermill Paper Company, Erie, Pennsylvania. 


COVER 


BY THE MAKERS OF HAMMERMILL BOND 


FOR CATALOGS + BOOKLETS + MENUS «+ PRICE LISTS + FOLDERS +¢ BROADSIDES + MANUALS 
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Remember. you want the finest in 
fluorescence —ask for it by name 





Poon 


2 | Vetva-cio 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR Co. 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of Sun-Tested Velva-Glo fluorescent 


papers + cardboards « silk screen colors * bulletin colors 
coated fabrics + water colors * qwik-spray colors 


PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 
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Cummins-Chicago Corp., Chicago. 
Details on the binding, which comes 
in three sizes, are now available. 

The 1%” size has a capacity of 
300 sheets of 10 lb. enamel paper 
or the equivalent; the 13%” size 
binds up to 325 sheets; the 114” 
size handles up to 350 sheets. 

Called “Oval-Back” to distin- 
guish it from wide-back circular 
bindings used on books of fewer 
pages, the new design imparts un- 
usual backbone strength, according 
to the manufacturer. Pages can be 
turned easily and lie absolutely flat. 
A wide color range is available. 

- - . for more details circle 709, page 105 


Front-Window With a clear plas- 


Binder tic window binder 

produced by G. O. 
Fossler and Associates, Chicago, 
any printed piece or photograph 


may be used as a front design. Cov- 
ers may be changed as often as de- 
sired, merely by removing the old 
material and inserting the new in 
the wide slot on the inside of the 
front cover. 

A heavy-duty plastic is used for 
the front cover; vinyl is used for 
the back cover and backbone. Black 
or brown three-ring binders, 1” ca- 
pacity, take 8%x11” sheets. Other 
sizes and multi-ring holders are 
available. 

Descriptive literature is available. 

. . for more details circle 710, page 105 


New Engraving Process 
Speedy, Automatic 


A new, speedy photoengraving 
process, claimed by the manufactur- 
er to be entirely automatic, has 
been announced by Imperial Type 
Metal Co., Cleveland. 

Termed the Vitaplate-VitasolV 
process, the method employs a spe- 
cial zinc alloy (Vitaplate) and a 
specially compounded etching liquid 
(VitasolV). As an indication of the 
speed of the new process, the man- 
ufacturer points out that a combina- 
tion halftone and line plate, with a 
65 line screen, 18x24”, can be etched 
to a depth of 0.0055” in the halftone 
area and a depth of 0.030” in the 
line area in 12 minutes. After the 
plate has been mounted in the ma- 
chine and the machine set for a 
specific etching depth, the process, 
and its termination, are said to be 
entirely automatic. The method can 
be used only with high speed etch- 
ing machines. 

Other advantages claimed by the 
manufacturer are that the bath is 
practically odorless and that Vita- 
plate solders and patches as easily 


as standard zinc plate. Also there is 
reportedly no lateral etching when 
the process is employed properly. 
Imperial says the method produces 
excellent depth in small type and 
no shoulders, and that cold top 
enamel can be used successfully. 

VitasolV is supplied in 5 gallon 
cans and in 55 gallon drums. 44 


Econ-O-Color Presented 
in Sample Brochure 


A sample brochure of commercial 
printing done in Econ-O-Color, a 
four-color printing process, is of- 
fered by the Dan Newman Co., New 
York lithographers specializing in 
custom made sales promotion piec- 
es. 

Outstanding feature of Econ-O- 
Color is its flexibility and economy: 
One set of color separations can be 
used to print such diverse sales 
pieces as postcards, catalog sheets, 
calendars and display cards in a 
variety of sizes. 


- - » for more details circle 711, page 105 


‘Menu Train’ Carries 
Gerber Sales Story 


A child’s menu which unfolds into 
a five-car freight train is winning 
friends for Gerber Baby Foods at 
the Disneyland Hotel, Los Angeles, 
Cal. The 412x32” foldout serves first 
as a menu highlighting Gerber 
Junior and Strained Food special- 
ties, then as a souvenir mailing 
piece, and finally winds up as a 
punch-out train. 

Individual cars are devoted to dif- 





Baby Boxcars . 
upon a “freight train’ 
its junior and strained food specialties at 
the Disneyland Hotel, Los Angeles. The 
foldout also serves as a mailer and a 
punchout train. 


. - Gerber Products hit 
menu to promote 


ferent menu categories. There’s a 
bill of fare for every youth group 
from toddlers on up. Designer Je- 
rome Gould of Gould Associates de- 
signed the promotion piece, which 
was lithographed by Hillside Press. 

The distinctive train menu won a 
certificate of award in this year’s 
Lithographic Awards Competition 
and Exhibit. 44 





In the largest 
cities—and in the 
smallest villages, 
too—Nekoosa 
Papers are serving 
American business 
with a complete 
line of papers for 
every office and 
every office use. 
Thousands of 
printers can supply 
them... more than 
135 Nekoosa 

Paper Merchants 
distribute them. 


NEKOOSA-EDWARDS 
PAPER COMPANY 
Port Edwards, Wisconsin 


MILLS at 
Port Edwards 
and 


Nekoosa, Wisconsin, 


es 
and 


Se 
Potsdam, New York 
IN LOS ANGELES , 


and from coast to coast... 


it pays to 
plan with 


your printer! 


Nekoosa Mimeo @ Nekoosa Manifold © Nekoosa Offset 
Nekoosa Copy-Fax © Nekoosa Opaque @ Nekoosa Master-Lucent © and companion ARDOR Papers 


Nekoosa Bond © Nekoosa Ledger © Nekoosa Duplicator ¢@ 
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jor Production 


By Mary Parkinson 
Partner, Miller, Parkinson & Hobbs 
Chicago 


One ad agency account executive 
promised a client at 3 pm, Friday, 
that a full-page newspaper ad 
would be mailed Monday. And he 
said the client could approve the 
copy and layout Monday morning. 

This cheerful news reached the 
agency’s production-traffic depart- 
ment 4:40 pm, Friday afternoon. . . 
20 minutes before copywriter, lay- 
out artist and typists went home for 
the weekend. 

The account exec and the client’s 
ad manager had dropped into the 
company lunch room for a cup of 
coffee. After all, their work was 
done for the day so there was no 
reason to hurry back to the office. 

We all agree Mr. Client shouldn’t 
have waited until the last minute 
to order his ad (he knew about it 
six weeks before), but sometime he 
or the account executive should 
have acquired sufficient knowledge 
of production to realize overtime 
charges for Saturday work would 
raise preparation costs out of pro- 
portion to space value. 


> This is not just an isolated inci- 
dent, as any production person can 
verify. Rather it is a typical problem 
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The more you know, the more you can save. A Chicago agency 


gives all its employes a short course in production, so they will 


learn how to avoid costly mistakes. This article tells how to run a 


that actually reduces advertising 
effectiveness. It causes traffic, copy- 
writer, typist, layout artist and pro- 
duction personnel at the agency to 
work too fast. They get the job 
done but chances are it’s not one 
at which either the agency or client 
can point with pride. Engraver, 
typesetter and electrotyper all work 
at top speed, but they can charge 
for their services and relax because 
they don’t really care if widgets sell 
or not. 

Advertising education recognizes 
this problem and your future em- 
ployes will be better trained. What 
really concerns us is what to do 
about those presently employed in 
advertising to improve their 
total advertising knowledge. 


> It is not enough to be just a hail- 
fellow-well-met or a good writer or 
an expert commercial artist or even 
a competent market research man. 
Of course we need our specialists 
and we must not forget their im- 
portance but each of them can do 
a better job by understanding the 
total job being performed. 

Better service and more profit is 
every agency’s goal. It follows log- 
ically the first area to be stressed 
in employe education is production, 
because that department buys ex- 
pensive outside supplies and serv- 


course of your own, based on this experience. 





ices. Time for thoughtful buying 
will save money and increase profit. 

Where would the account exec- 
utive, copywriter or artist be if the 
ideas they created and sold never 
got into print, never were seen on 
tv or somehow never flashed from 
that spectacular on the city’s busiest 
street? 


> The first low cost, effective meth- 
od for teaching agency employes 
production — and we stress print 
production because they are ll 
familiar with those media and are 
more apt to respond to something 
not entirely new or too complex 

. is a 15-step, two-week course 
that meets two afternoons each 
week. An hour and a half or two 
hours for each meeting will suffice. 


1. Select three ads already pro- 
duced but not being used at the 
moment: a black and white news- 
paper advertisement, two or three 
columns wide, at least 150 lines 
deep with line illustrations; a black 
and white full-page business paper 
advertisement with at least one 100- 
screen halftone illustration; your 
largest, most complex four-color 
national magazine ad, preferably a 
bleed spread with halftone and line 
art. 


2. Describe your objectives to your 





NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for LJ 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 
7 1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


(| Paymentenclosed [| Billmy firm [| Bill me 
Name Title 


Firm 

[] Home, or 

[] Firm Address 
City _ 


Nature of Business 


Advertising Requirements ~- 200 €. Illinois St. + Chicago 11 








FIRST CLASS 
Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 


200 EAST ILLINOIS STREET 


CHICAGO 11, ILLINOIS 








graphic arts suppliers and secure 
their cooperation because you'll 
want to tour their plants. (You will 
be surprised at their eager re- 
sponses). 


3. Collect every piece of production 
material on each ad, from original 
client’s request, budget appropria- 
tion, etc., to approved copy, layout, 
art, engraving (the actual cut, too) 
to finished mat and tear sheet of 
ad as it appeared. 


4. Have suppliers furnish type and 
cuts actually locked up in chase for 
foundry, molds, mats, proof, etc., for 
at least the black and white news- 
paper advertisement. (If you want 
to do a really thorough job, spend 
some extra money and have the art 
engravings for the ad done several 
different ways. It will be cheapest 
to do this for the first, compara- 
tively simple advertisement. No 
matter how many times you give 
“the course” this material will be 
useful). 


5S. Assign the task of presenting this 
information to a production assist- 
ant or new employe, but one who is 
familiar with agency routine (and 
can explain the forms used), and 
has enough experience to supply 
proper information and answer 
questions intelligently. 


6. Select a group of agency person- 
nel (about ten in number) who 
have the same kind of job — say 
secretaries for lower echelon ac- 
count executives. Sell them and 
their bosses on the value of pro- 
duction knowledge. While you're at 
it start selling the entire agency on 
the benefits of your “course.” Dis- 
play those basic ads in _ several 
prominent spots throughout the of- 
fice .. . with interest-attracting cap- 
tions. 

You'll find the secretarial group 
will respond most readily, as what 
production person hasn’t been asked 
by a secretary, “Who is this Ben 
Day my boss refers to in his let- 
ters?” 


7. Choose two afternoons, Tuesdays 
and Thursdays are usually best, and 
call your group into an empty of- 
fice. Two o'clock is a good starting 
time. Serve coffee and cokes half 
way through the first session to add 
a festive air to the occasion. 

Briefly explain the purpose of the 
four sessions (a rehash of the sales 
points for holding the “course” in 
the first place). 

You might open the series like 
this: “We want to help you do a 
better job and make your work 
easier. This afternoon and for three 
other afternoons, we're going to 
show you how we produce those 


It’s Safer 


to Print 


at 


The best insurance of uninterrupted production lies in multiple 
plants, duplicate equipment and resourceful men. 

Catastrophe may strike anytime, anywhere—regardless of pre- 
cautions. 

The recent fire in the Cuneo Kokomo Plant is an illustration. In 
spite of brick, concrete and _ steel construction and automatic 
sprinklers, production was halted by this fire which damaged the 
roof and electrical wiring. 

Within a few hours, production was underway in Chicago and 
Philadelphia using duplicate forms. Within 48 hours temporary 
power connections were made in Kokomo and production was 
resumed. 

Duplicate equipment is maintained for periodicals, catalogs and 
roto newspaper supplements two or more of seven printing plants 
and four binderies. Schedules are maintained. 

Cuneo alone can offer this service. Be safe. Consult us on your 
next order or contract. 


Planning Black and Multi-color printing 
Copywriting —Letterpress 

Design and Typography —Gravure 

Composition —Offset 

Photoengraving Binding 


Plate Making Mailing and Shipping 


The Cuneo Press,Inc. 


2242 South Grove St., Chicago 16, Ill., Victory 2-2100 


NEW YORK—COlumbus 5-5544 
PHILADELPHIA—GArfield 6-6500 
LOS ANGELES—LUdlow 3-3451 


MILWAUKEE—BRoadway 6-5340 
CAMBRIDGE—Kirkland 7-9600 
KOKOMO-—GLadstone 7-1111 


Sales representatives in all major cities 
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ads displayed for the past two weeks 

on the bulletin boards throughout 

the office. We don’t expect this 

series to make you expert produc- 

P | tion people. That is not our purpose. 

si aa ia a, | Si A i S But we know it will familiarize you 
| with terms used so you can spell 

them correctly next time you run 

across them, and it will eliminate 


many of the questions asked of our 
department.” 


8. Lay all the production material, 
in the order actually used, on the 
floor (if you have access to a table 
large enough to hold everything 
RECOMMENDED BY ADVERTISING MANAGERS ae aa ee ees ee 
everyone to take notes and ask 
The striking colors and beauti- range of sizes and weights. questions. _Assure them their par- 
ticipation in this series is solely for 
ful finish of Interwoven Cover Interwoven Cover gives greater : ‘ 

7 their benefit and no judgment on 

add snap and sparkle to adver- advertising results with true : s i ‘ 
tising pieces. Available in full economy. their interest or ability will be 
made. This is not a real school, so 
you'll have to rely upon smarter 
: loyes to help stimulate less in- 

Write for free sample book toda — ; 

P y terested ones. Help out by asking 
a rhetorical question occasionally. 


9. Briefly explain why each piece 
was necessary to produce the three 


‘ aI ‘ ads and simply describe the proc- 
{ aay MY tl hY | PAPER MANUFACTURING CO. | esses used by suppliers for engrav- 
41 + a | ing, typesetting and electrotyping. 
Be sure to let everyone handle the 
MILLS AT HOLYOKE, MASSACHUSETTS different engravings, pieces of type. 
the patterns and various kinds of 
mats. Even pass around the copy 
and layout and production and traf- 
fic orders so they can actually read 
what was done... . and notice the 
client’s changes, his O.K., the copy- 
writer’s initials showing he has 
proofread the ad, etc. 


10. Review the steps described for 
producing each ad and adjourn the 
first session by handing out a mime- 
ographed summary of the points 
discussed. 

In case a quick review of basic 
principles of graphic arts is needed 
by the “instructor,” the Eighth and 
Ninth Production Yearbooks are 

Ic; ‘ | good sources. Horan Engraving 

and art? Is it the final proof sub Gale teelt-an-ceabaains G0), tee 

mitted for okay? Or is it the thousands ATA Handbook and the Electro- 

soe : ; ; typers and _ Stereotypers. Assn. 

or millions of printed impressions for | Handbook have excellent simplified 

which the advertiser pays? We say it is the descriptions of important points of 

each process and illustrate those 
points effectively. 


Is it the final copy, layout 


latter, and this is why we take great pains to make 


photoengravings and gravure positives that will produce 


11. Assemble employes for the sec- 
fine finished advertisements. | ond session — ask for questions. 
After they are answered proceed 
with group to engraver’s for a tour 
of his plant. Be sure to accompany 
group and ask questions if the tour 
conductor omits vital points. (Usu- 
ally engraver will do a thorough 
job and often will hand out a ruler 
or other useful item as a memento 


‘ : | of visit). 
Prnuricaletintat Phe | Return to the office and 


ES a 


re-as- 
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semble the group to review points 
demonstrated. Again hand out sum- 
mary of letterpress engraving oper- 
ations. 


12. The third session should be a 
combined tour of typesetting and 
electrotyping plants. Metropolitan 
areas will usually have these facili- 
ties under one roof which will 
shorten the time needed to teach 
basic principles. 

If possible, follow one of your 
agency’s jobs through the type shop, 
watching a Linotype or Monotype in 
use. Hand-set heads, cuts combined 
with type and locked into chase, put 
on proof press and ad being proof- 
read by copyreader should also be 
seen. (Your typesetter won’t let you 
down. He'll have the Linotype oper- 
ator run off name slugs for visitors 
to use as paper weights). 

Be sure the group sees correc- 
tions being made in forms locked 
up for the foundry. Emphasize dif- 
ficulty, time and cost making cor- 
rections after the type has been set. 
Stress the advisability of changing 
copy before it is sent to the type- 
setter. Show both neat and messy 
copy and have a compositor illus- 
trate time needed to read and set 


both. 


13. Watch that same type form be- 
ing molded for a pattern. Follow 
a finished pattern to the plastic mat 
making machine. Watch a cold mat 
being rolled. See how stereotypes 
are made, and visit the wrapping 
and shipping departments. 

Here’s a good place to find out 
why ad proofs are or are not in- 
cluded with mats... whether guide 
lines should or should not be used 
to identify advertising. Are head- 
lines on insertion orders sufficient 
identification? These questions 
asked by the tour conductor or by 
an agency production person will 
enable you to judge the course’s 
suecess by the responses or par- 
ticipation of the group. 

After group has returned to the 
office hand out type specimen 
sheets along with mimeographed 
summary of points stressed on visit. 
With a little prodding your type- 
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The salary, young man, is 
$40 a week — and all the 
Bodoni you can eat. 





WE'VE A PAST—AND WE'RE 
PROUD OF IT . 


It’s a dynamic past of more than a 
half century of growth and pro- 
gress in printing gummed papers. 
Our experience and craftsmanship 
enables us to offer you the best 

at economical prices. 


Gummed shipping labels, for in- 
stance, are second nature to 

us. Quantity users who don’t want 
to pay more—for less—turn 

to Eureka. 


Specially designed equipment will 
meet your every need for serial 
numbering, perforating and die cut- 
ting. And if your product requires 
a special gum, our laboratories 

can formulate it for you. 

Tell us your requirements and we'll 
be happy to give you full information 
and prices. 


EUREKA SPECIALTY PRINTING CO. 
568 Electric St.- Scranton, Pa. 





The Only Publication REGULARLY COVERING 13 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


® Signs and Identification © Radio and TV 
Materials Production 

© Photoengraving and 

© wince aaa Store © Art end Photography 
Displays ® Shows and Exhibits 

© Typography and ® Direct Advertising 
Layout 

© Audio and Visual Aids ° Paper 

® Labeling and @ Premiums, Prizes and 
Packaging Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 


@ Printing and Binding 
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* U.S. Pat. 2480917 


CLAREPORT. 
REPORT COVERS 


WITH THE /ransparent FRONT 


. make a ‘show window” for more effective 
presentations, reports, catalogs, surveys, etc. 
Clareport Regular has a clear acetate front 
and a back of Strathmore Beau Brilliant 
cover stock—choice of 9 smart colors. 

Send for FREE SAMPLES and prices now! 
Clareport Deluxe has a heavier acetate 
front with a rugged simulated leather back 
in 6 smart colors. Send 75¢ for sample. 


Both hold 11”x8'/2” sheets (special sizes to order). 
* Belford specializes in stock and custom-made 
easel and presentation binders. Your problem 
solved quickly and inexpensively. 


Write Dept. AR-l—or Tel. PLaza 7-5950 


yaaa ay Company, Inc. 


Creative Binders for Advertising & Selling 


318 West 48th Street, New York 36, N. Y 


FROM SUN-UP 
TO SUN-UP ... 


THE FINE QUALITY OF 
DOT ENGRAVINGS NEVER 
VARIES. BEAUTIFUL 
COLOR, OUTSTANDING 
BLACK AND WHITE. 


Dal Cngra UCP, Ine. 


600 W. VAN BUREN ST. 
CHICAGO 7, STATE 2-5367 
4 
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| setter may supply some of this in- 
| formation set in different typefaces 


and sizes to aid you in stimulating 
interest of your employes. 


14. The fourth and last session fea- 
tures no tests .. . but more coffee 
and cokes. Again you spread pro- 
duction material on floor and ask 
“students” to describe the steps 
illustrated to produce the advertise- 
ments. Ask a few difficult review 
questions so the answers indicate 
amount of information assimilated 
and ready to use. 

Perhaps a certificate of “course” 
completion will add incentive to 
others to participate actively. Em- 
ploye advancement resulting from 
knowledge gained during “course” 
and applied afterward deserves 
proper publicity. It will help sell 
“course” value to other employes. 


15. The job’s done . . . almost. Ac- 
tually, it’s never really finished be- 
cause news of improved technical 
facilities and what they mean cost- 
wise and service-wise to manage- 








Amateur Papermaker . . 


Paper Maker Issues 
Practical Manual 


Using a tongue-in-the-cheek ap- 
proach, Crown Zellerbach Corp., 
San Francisco, is issuing a brochure 
entitled How To Make Your Own 
Printing Paper. The booklet tells 
the story of Sloid Finster who 
doubted “some of the big talk about 
what it takes in men, money and 
machinery to make fine printing 
papers.” 

In successive spreads, the booklet 
takes Sloid through the required 


. The star of a new Crown Zellerbach brochure takes the 
reader through the complete papermaking process, in competition with a modern mill. 


ment, client, etc., must be presented 
at regular intervals. Those vitally 
concerned with production keep up 
with advances in graphic arts 
through business publications. But 
you must condense that information 
and simplify it so it is easily un- 
derstood by every employe. Mime- 
ographed bulletins issued periodi- 
cally have proven effective. 


> Interest in one agency, where this 
course has been given, proved so 
great that review sessions were held 
for various groups of employes 
twice a year. Some even asked for 
similar presentations on work being 
done in television, market research 
and media departments. 

Rush advertising never can be en- 
tirely eliminated. But proper educa- 
tion toward knowledge of the whole 
job will cut down rush jobs and in- 
crease the quality and effectiveness 
of the services offered by advertis- 
ing agencies. Clients will get more 
for their money . . . and better ad- 
vertising will sell more goods. ¢¢ 


steps, with the copy also talking 
about how Crown Zellerbach 
handles the same task. 

While the material is highly tech- 
nical, the manner of presentation 
keeps the interest of the reader 
throughout. It is easy to underesti- 
mate the amount of factual infor- 
mation included. 

The Brochure, on C-Z’s Litho- 
linn, was designed by Tom Kama- 
fuji, with photos by Ken Reichard 
combined with art by John Larrecq. 
Plant photos were by Photo-Art 
Commercial, Portland, Ore. Sloid 





NEW DAY-GLO" 
PRINTING INKS 
MAKE ANY 
PACKAGE 
STAND OUT! 


Now you can add extra impact to any package with new Day-GLo printing inks. These clean, eye-catching fluorescent 
colors stop more shoppers because they’re far brighter than the brightest ordinary printing inks. They also add extra 
impact to point-of-purchase displays, labels and short-term posters. 


Genuine Day-Gto printing inks are easy to use, too. Even on long, high-speed production runs they print just as 
easily as ordinary inks. So for best results and highest quality, always insist on genuine, tested Day-Gto printing 


inks. Available in six brilliant colors for either letterpress, litho, flexo- SWITZER BROTHERS. INC 


graphic or gravure. Write today for name of your nearest distributor. 4732 st. CLAIR AVENUE + CLEVELAND 3, OHIO 


Dealer inquiries invited! 














381 Chepters 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 


‘*SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a “demand performance." 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘*Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
200 E. Illinois St., Chicago 


AR-12 


I want__________— copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 
satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s) 
and my money will be refunded in full. 


My Name 


Firm — 


Address a 


i ee ee 


[] I am enclosing my check for $ 





[] Bill me tater () Bill my firm 
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Finster is the brainchild of Bill 
McDonough, account executive and 
art director, Gene K. Walker Co., 
San Francisco. 

- « « for more details circle 712, page 105 


Huge Foil Insert Sparks 
Ad, Doubles as Sample 


Texans, who traditionally do 
things on a large scale, did it again 
recently when a newspaper-page- 
size sample of aluminum foil ap- 
peared opposite a full-page two- 
color ad by Aluminum Co. of Amer- 
ica in the Houston Chronicle. It was 
the second time a newspaper had 
carried a full page sample of alumi- 
num foil. The technique was used 
by the Milwaukee Sentinel earlier, 
followed by a later appearance in 
the Chicago Daily News. 

Almost 100 miles of Alcoa Wrap 
foil were run through the presses 
to form the metal page in over 210,- 
000 copies of the Chrenicle. The foil 
was not actually imprinted but was 
incorporated into the newspaper in 
such a way that the subscriber 
could remove it and put it to house- 
hold use. 

The foil was fed into the news- 
paper’s presses like newsprint from 
special 190 lb., 154%” wide rolls of 
the material. The printing impres- 
sion cylinders were by-passed. Spe- 
cial gores for the foil were devel- 
oped by Alcoa, grooved to fit the 
keyways of the press rolls. 44 


Adult Bibs Help 
Restaurants ‘‘Clean Up’’ 
Royal Paper 


Products, Coates- 


ville, Pa., which manufactures 
coasters for tumblers and coffee 
cups, has come up with a new 


“clean up” type item—adult bibs. 
Designed primarily for restau- 
rants, the flowing white bibs come 
imprinted in color, with the name 
and address of the eating establish- 
ment, plus an appetizing illustra- 
tion of the place’s specialty—be it 
lobster, steak or spaghetti and meat 
balls. The 24x1414” bibs are coated 
on the underside for moisture re- 
pellency. Samples and further de- 
tails are available from the manu- 
facturer. 
- » » for more details circle 713, pege 105 


New Paper Stock 
‘Whitest of White’ 


In a folder describing its new 
stock line paper, Brilliant Vellum, 
Sorg Paper Co., Middletown, O., 


invites prospects to test the pure 

whiteness of its newest product. 
According to Sorg, “The proof of 
the whiteness of ‘whitest of white’ 
Brilliant Vellum lies simply in put- 
ting a sheet of the paper next to 
any other white sheet on your 
desk.” The company also reports 
that production runs on the new 
stock “have shown the paper’s out- 
standing ability for beautiful four- 
color process and fine screen black- 
and-white halftone reproduction” 
plus excellent scoring, folding, die- 

cutting and embossing qualities. 
Sorg’s Brilliant Vellum is avail- 
able in one cover weight in two 
sizes, and in two text weights in 
three sizes. Five special embossed 
finishes—handmade, skytogen, le- 
vant, ripple and linen—are avail- 
able in all weights and sizes. In the 
cover weight only, the stock is of- 

fered with a machine felt finish. 
. -.for more details circle 714, page 105 


Brochure Stresses 
Press Plus Features 


Original Heidelberg’s 21x28 cylin- 
der press has not one, not two, but 
“45 ‘plus’ features,” according to 
a 12-page brochure distributed by 
the printing press manufacturer. 

Original Heidelberg backs up its 
claim by listing the 45 “plus” fea- 
tures in an ingenious manner—on 
the outer fold of a die-cut gate- 
fold insert which appears on four 
separate pages of the brochure. 
The plus features are listed in such 
a way that, when the gate-fold is 
opened, the list of features faces 
a detailed photograph of the press 
itself. Each feature is listed with 
a number and is linked with a red 
line to the area in which that par- 
ticular feature appears on the press. 

Written in simple, easy to under- 
stand text, the three-color brochure 
is generously illustrated with de- 
tailed photographs of sections of 
the press at work and a diagram of 
its floor plan. 


- » « for more details circle 715, page 105 
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By Robert |. Goldberg 
Associated Industrial Designers 


New York 


At the start of any package design 
program, there must be a systematic 
investigation of the retail outlets to 
determine exactly where the vol- 
ume of merchandise is sold. Pack- 


aging is then developed expressly for 


that market. 


Frequently 10° of the retail out- 
lets account for the sale of as much 
as 50° of a manufacturer’s total 
volume. Conversely, the remaining 
90°, of retail outlets sell only 50% 
of the volume. 

The 10% market may need occa- 
sional stimulation but to most busi- 
nessmen it represents a successful 
operation. To increase a client’s 
gross business, it is more logical to 
increase his volume in the 90% 
area. To accomplish this requires a 
study of the retail stores comprising 
this group. Packaging is then de- 
signed to strengthen the product’s 
competitive position within each 
market, thus making it a more ag- 
gressive sales tool. 


» By and large the requirements for 
packaging are different for specialty 
stores, variety stores, department 
stores, drug stores and supermar- 
kets. So also is the sales personnel, 
character of product display, count- 
er area, pricing policy, and the 


Package Plus Value 


Two case histories show how good package 
design must be built on a realistic appraisal 
of the conditions of the market. 


behavior of the consumer 
each of these stores. 

In planning the packaging strategy 
for a client we must first reduce 
packaging uncertainty to a level 
that permits a rational choice. In 
marketing there cannot be one ex- 
act answer. There are usually sev- 
eral suitable answers. Unknown 
factors concerning competitive 
products, retailing conditions and 
consumer behavior must be investi- 
gated through appropriate research 
means. The possible variables must 
be noted. A preliminary marketing 
analysis should form a sound basis 
for judging packaging solutions. 

To create packaging design to 
meet the conditions outlined in a 
marketing analysis requires the skill 
and teamwork of a firm of thor- 
oughly experienced package de- 
signers. Here, as in planning mar- 
keting strategy, there is not only 
one exact answer. There are usual- 
ly several suitable answers. 


within 


> To select one surface design as the 
perfect package is as absurd as the 
selection of one layout as the perfect 
advertising campaign. In most in- 
stances when consumer preference 
tests are used, designs using the 
same basic elements, although ar- 
ranged differently, will rate as 
equal. 

Such was the case with Steero 
Bouillon. Two label designs were 


consumer-tested and the preference 
difference was less than 3%. Both 
contained the same basic design 
elements although one was more 
highly stylized. The selection of the 
final package was therefore left to 
the personal judgment of the com- 
pany president. 

During the development of a 
packaging design program, many 
marketing facts become evident 
from a study of the retail situation. 
In this bouillon study, this resulted 
in the radical change of the product, 
as well as the package. 


> For fifty years Steero Bouillon has 
been produced in a cube form and 
used to make hot broth or to add 
flavor to foods. The cube form was 
the identifying symbol for this 


Jar With Impact . . . The old box did 
not lend itself to mass display, and got 
placed in odd corners in the super- 
market, while the jar has enough volume 


to attract attention 
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COMMERCIAL OR 
INDUSTRIAL... 


You can 
build 
sales 
volume 
with — 
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PROTECTIVE 
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Thilco DECORATED functional 
papers cost only a few cents more 
than plain, drab looking wrappings 


Choose any Thilco functional paper that best serves 
your protective needs, then order it Print Decorated 
with your company name or trade-mark. It's the 
cheapest advertising space you can buy! Take a 
tip from America's leading retail stores or from 
Quaker State Metals Co. — Note how they add 
eye and sales appeal with low cost ‘personalizing 
on their wrappings — make a traveling adver- 
tisement out of each package or shipment. Ideal 
too, for simplified inventory control. Get the 
complete facts, today 


Thileco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 
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product for many decades. Now this 
is all changed with the package we 
recently designed for Steero Instant 
Bouillon, a product of the American 
Kitchen Products Co., Jersey City, 
N. J. 

Both the client and Rose-Martin, 
Inc., its advertising agency, knew 
that improved packaging design 
could increase the supermarket 
sales of bouillon. The problem was 
to develop a design that would not 
only persuade more customers to 
purchase this brand but to motivate 
them to purchase it more often. 

The supermarket, as the point of 
retail sale, was analyzed first. 


>» Nowhere was there a standard lo- 
cation in supermarkets for the dis- 
play of bouillon cubes. Because of 
its small size and low retail price it 
was shelved among unrelated small 
packages. In some stores it was near 
the soups, in others it was near the 
spices. In many stores it was near 
the refrigerated cheese counter or 
above the refrigerated meat counter. 
This was a unique situation which 
made it very difficult to stimulate 
impulse sales or even a sustained 
brand loyalty for the product. 

In order to provide a regular lo- 
cation for bouillon in supermarkets, 
we recommended that four steps be 
considered: 


1. The physical size of the package 


be enlarged to provide more display 
area on the shelf and eliminate the 


need for auxiliary sales aids and 
display containers. 


2. The retail selling price studied 
to determine a satisfactory increase 
necessary to interest retailers in 
promoting the product. 


3. The nature of the product re- 
quired investigation to logically as- 
sociate it with some other retail 
food store items. 


4. Modernization of the product to 
introduce consumer convenience 
through the packaging. 


> Harold C. Cash, New York Uni- 
versity, conducted panel interviews 
with women to uncover conscious 
and unconscious feeling concerning 
the product and its existing packag- 
ing. Fact Finders Inc. interviewed 
housewives and market-tested new 
versions of the product and package 
in the home. 

The marketing analysis for the 
new product actually directed its 
design. The packaging components 
all naturally fitted together to pro- 
duce a bouillon label on a glass jar 
that sold customer convenience 
through its “instant” granules. It 
could be spooned out like instant 


Hanging Carton . . . Designed for hotels 
and small volume spots, the same 
product is delivered in this package. 


coffee. It sold the use of bouillon in 
this form as a food flavoring, a low 
calorie drink, and an instant soup. 

Once this sales direction was de- 
termined by our analysis, the design 
of both the label and the cap fol- 
lowed intellectual reasoning and 
aesthetic dictates. The new package 
was designed to function as a selling 
tool within the supermarket. Its 
overwhelming acceptance by deal- 
ers and consumers is proof of that 
fact. 

The story of Steero Instant Bouil- 
lon illustrates an innovation in 
packaging design that was a huge 
sales success. In many instances, 
despite popular belief, innovation 
packaging is the wrong way to gain 
competetive advantage. 


> There is a merchandising style 
cycle that affects most products. It 
starts at the inceptual stage of a 
product and proceeds through a 
popularity phase, into a decline 
stage until total abandonment is 
reached. Both retailer needs and 
consumer motivations’ vary 
throughout this cycle. 

During the introductory stage, the 
newness of the product and _ its 
styling are distinctive enough to 
make innovation type packaging 
unnecessary. Often it is undesirable 
in preference to a package that will 
relate it to some other familiar ex- 
isting merchandise. 

It is during the popularity stage 
that innovation packaging is least 
required. Cross elasticity and sub- 
stitutability of demand for the 
product are at their highest during 
this phase. Subtle design differ- 
ences, brand distinctiveness, and 
color are the tools for skillful inter- 
play at this stage. 





>» The skill of the package designer 
in creating innovations is most im- 
portant during the decline and 
abandonment stages of merchan- 
dise. The selling power of packaging 
may revitalize a declining product 
and save from financial loss the 
merchandise ready for abandon- 
ment. 

In the complex marketing opera- 
tion many firms engage in today, 
this merchandising cycle may affect 
packaging from two different posi- 
tions. In one instance, an innovation 
replacement item may be sold in the 
same retail store as the company’s 
declining item. In the other, an item 
merchandised through two retail 
outlets may occupy a different posi- 
tion in the cycle in each outlet. 

The concept of a single product 
and single package business activity 
has little practical support and has 
hindered the development of sound 
marketing formulas. Similarly, the 
concept of a single package as nec- 
essary for retailing in every market 
has hindered for many years the 
integration of packaging design 
with sound marketing management. 

As a workable tool in the market- 
ing function, a series of packages 
may provide horizontal distribution 
for a product by orienting it for re- 
tail sales in several different mar- 
kets. 


e It may provide vertical distribu- 
tion by offering the product for sale 
in various quantities at differential 
pricing. 


e It may adjust the product mix by 
distinguishing the staple line from 
either the high tag or impulse item 
categories. 


e It may announce a price change 
or justify one. 


e It may operate as a_ seasonal 
trade refresher, letting the product 
remain stable but revising the pack- 
age every year. 


e It may simply identify the prod- 
uct at the retail level, forcing nec- 
essary pre-selling to sales promotion 
and advertising media. 


e It may function in reverse, using 
dynamic packaging as the focus for 
advertising and sales promotion ac- 
tivities. 


e It may differentiate a normally 
homogeneous product from 
petitive confusion. 


com- 


e It may foster seasonal sales or 
associate gift-giving values 
product. 


to a 


e¢ But—it must always relate to the 
retail area where it will be sold. 
>In 


developing the packaging- 


marketing strategy for a client 
manufacturer of bobby pins, ten 
packages were used to gain com- 
petitive advantage in several types 
of stores. The client, Patti Products 
Co., Mt. Vernon, N.Y., has been 
unusually successful in its opera- 
tion. 

The rubber-tipped bobby pins 
were packaged on brightly-colored 
merchandise cards to be retailed 
from compartmented counters in 
variety chain stores. In the drug 
chains a metal rack was supplied to 
each retailer for permanent counter 
display. The same bobby pin mer- 
chandise cards were hooked to these 
racks through die-cut holes. To in- 
sure the retailer’s continued use of 
this rack, replacement cards were 
packed in a special folding box 
which automatically inserted the 
entire contents on the metal rack. 

Transparent plastic tubes with 
colored tops were used as a purse 
size container and a_ transparent 
hinged box was used as a vanity 
size container. For tobacco shops, 
newsstands, tourist shops and hotel 
drug stores a wall hanging dispens- 
er style package is used to hold two 
dozen purse size containers. This is 
preferred by these retailers since it 
prevents pilferage, takes up mini- 
mum space, keeps clean, and does 
not require space on the limited 
counter area. 

In regular drug stores a counter 
display package holds three dozen 
purse-size units displaying each one 
as a toiletry jewel. As a device to 
overcome the unconscious consumer 
resistance to a full display, this 
package is delivered to dealers with 


Drug Store Display .. . 
For counter use, 

this has six extra 
spaces, to encourage 
impulse buying, and 

to prevent complete 
emptying of display. 


“six empty spaces.” The _ spaces 
serve an important retailer function 
since they permit him to discard 
the near empty display when he 
reaches the last few units and place 
them in the empty spaces provided 
in a new package. 

An _ additional counter display 
package for the same item was re- 
quired for those drug stores who 
declined the purchase of the regular 
package. The substitute package 
featured a new condensed display 
size that was made to display the 
merchandise on a very narrow 
counter area. 

The bobby pins packed in vanity- 
size containers are also offered in 
two different display containers. A 
one-dozen assortment takes up a 
small counter area but it must be 
replaced frequently. A three-dozen 
quantity packaged in a gold-tone 
corrugated display container is de- 


signed for stores with heavier traffic. 


>’ Good packaging design as done 
for Steero Bouillon and Patti Bob- 
by Pins not only fits the product to 
the selling area but simplifies a 
consumer’s shopping dilemma _ by 
solving problems and reducing un- 
certainty. Business management re- 
quires the same simplification of its 
own dilemma in solving packaging 
design problems and reducing the 
uncertainty for their success. To 
this I can only repeat that packag- 
ing decisions are not made behind 
an executive desk. They are part of 
a marketing function and require 
the services of professional capable 
and marketing-trained package de- 
signers. 44 
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Why Did Heinz Change? 


Here are two views on the failure of Heinz’ 
bold experiment with a round bottle for ketchup. 


By Henry G. Burger 
Merchandising Vice-Pres. 
Robert Zeidman Associates 


There’s hardly an individual who 
hasn’t uttered strong words when 
he tried to get ketchup out of the 
standard ketchup bottle in which 
H. J. Heinz Co. and most other 
leading packers sell it. So success 
would seem guaranteed for the two 
sizes of easy-pouring, space-saving 
jar in which Heinz started packing 
ketchup in 1955. Yet by the end of 
the year, Heinz had stopped pro- 
duction, and hinted that American 
housewives “may not want the 
changes which thousands of them 
had voluntarily suggested.” (See 
AR, June 1957, page 57.) 

We had no connection with this 
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project, but it seems obvious why 
the new jar was not continued. 


1. Little or no advertising sup- 
ported the changed item . . . The 
familiar bottle shape has _ been 


known for decades. It’s used, and 
heavily promoted, by most ketchup 
packers. Why, then, should any 
housewife look or ask for a radical- 
ly different package before passing 
a counter display? Hence its only 
chance for success might occur at 
and after the point-of-purchase. 


2. The new package appeared to 
give less content at a higher price 
rate ... If a product looks bigger, 
many consumers don’t mind pay- 
ing more for it. And if a product 
is priced significantly lower, many 


people don’t object to the smaller 
content. But the new Heinz ketchup 
container appeared 50% smaller in 
height, while its price was only 
about 25% (a few pennies) cheaper! 

Consumers do need reference 
points to guide them in changes. 
When S. C. Johnson & Son changed 
contents of its Glo-Coat Wax by 
increasing it one-third, they marked 
the top one-third of the can in a 
different color. By similar logic, 
Heinz might have introduced the 
new shape with exactly the same 
contents as previously, and 
second, later, step, 
contents. 


in a 
changed the 


For an official viewpoint on this subject 
from the Heinz Co., see page 94 of this 
issue. 





What impulse plusses did the 
housewife see in the new design? 
Shape and label were as prosaic 
as ever. But ketchup bottles could 
be exciting—with decorated pat- 
terns and only a neat Heinz logo 
fused on, and the commercial label 
removable for home use as on the 
new Crisco canister. Hunt ketchup, 
for example, conveys a strong sense 
of high styling in its advertisements. 

Easy pouring or other’ con- 
venience factors will usually make 
consumers part with more money. 
For instance, five pounds of Mor- 
ton’s Salt sells for about 19c in a 
single package, whereas in minia- 
tures, suitable for table use, the 
same amount is a good seller for 
about $6.33! But as the shopper 
spent her usual eight seconds look- 
ing over all ketchups and condi- 
ments on the shelf, what arresting 
message did the new Heinz label 
tell her about easy pouring, suit- 
ability of the shape for any shelf 
of the refrigerator, etc.? Not a word 
of advantages. 

Nevertheless 12° of Heinz’ cus- 
tomers switched to the changed 
bottle. 

The new package’s chance for 
success was now extremely slender, 
and rested on its performing well 
for this small share of the market. 


3. The product gushed and dis- 
colored . . . The bottle’s mouth had 
been made fully twice as_ wide, 
without an explanation that the 
contents should be spooned out. 
(Perhaps a ketchup spoon should 
have been offered as an introduc- 
tory premium.) So many a house- 
wife holding this mustard-shaped 
bottle unconsciously thought of 
mustard’s slow-flowing rate. Were 
her hands red! 

And air poured into the open bot- 
tle four times as fast as previously. 
Exposed to this much oxygen, the 
ketchup turned slightly brown. But 
other foods with a potential discol- 
oration problem have solved it by 
chemistry. Procter & Gamble, for 
example, has put a lawful oxygen 
stabilizer into Golden Fluffo short- 
ening as an additive. Did Heinz 
make a chemical change to com- 
pensate for the oxygen-flow 
change? 


> Thus the housewife was given lit- 
tle reason to buy the apparently 
new product before she entered the 
store, at the point-of-purchase, or 
at the point of use. In one swoop, 
an age-old item was changed in 
shape, height, weight, mouth open- 
ing, label and price. The housewife 
was faced with no obvious advan- 
tages and many unknowns. 

Seeing a situation which seemed 


argest selection 


of Fotosetter type styles 


ANYWHERE 


Yes, with the recent addition of many new type faces, 
Warwick now offers you more than 900 Fotosetter styles and 


sizes ... more than any other source in the world! 
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Ludiow and Hand Typography. Write for Warwick's Booklet SB-31 
on your letterhead today! 


WARWICK TYPOGRAPHERS /)- 


your 
CHECK LIST 


FOR BETTER 


920 Washington Ave. «+ St. Louis 1, Mo. 
Phone CEntral 11-9210 *+ TWX SL 48 


Want to improve your tags? 


Use this free check list to help you improve your point of 
purchase tags. Hints on: design, copy, type, color, etc. 
Based on over 60 years of experience in designing and pro- 


Minit ducing hard-selling tags. Simply cut this coupon and send. 


eth 


Name 

Firm 

Address sina 

ee ns State__ . 
THE NATIONAL TAG CO., 337 S. Patterson Bivd., Dayton 1, Ohio 
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Manufacturers of Metal Cal 


FOR PRODUCT IDENTIFICATION, CUT 
OUT AND COMPLETELY FREE FROM 
ALL SUPPORTING BACKGROUND 


INDIVIDUAL OR JOINED LETTERS AND DESIGNS WITH- 
OUT DIE CHARGES. All the advantages of Metal-Cal’s full- 
colored anodized .003” and .005” thick aluminum foil are 
available in this new form. Think of it, your product or company 
name customized in sharp, clear colored letters applied directly 
to any smooth surface without the expense and nuisance of sur- 
face preparation, machining or punching, screws, pins, rivets 
or any other mechanical holding device. Regardless of quantity 
ordered there are no die charges for this new method of product 
identification by Metal-Cal. Only Metal-Cal identification will 
give your product that extra sales appeal. 


C & H SUPPLY COMPANY 
Please send samples and free brochure to: 


NAME 
COMPANY 
ADDRESS — 
i) ae 


417 East Beach Avenue 


Inglewood, California 


METAL CAL ¢ C & H SUPPLY CO., INGLEWOOD, CALIF. 


— ee eee 


to her as unpredictable as a game 
with Gilbert & Sullivan’s tricky 
pool-player (“on a cloth untrue, 
with a twisted cue, and elliptical 
billiard balls”) — she refused to 
play. 


> This is only one example of the 
hundreds we see everywhere, show- 
ing the need for a_ coordinated 
marketing approach. The successful 
new product or package must in- 
tegrate packaging with advertising 
and merchandising and, if neces- 


Heinz Says... 


— 
= 


\ Public Didn't Go 


The following remarks were taken 
from a talk delivered last April at the 
American Management Assn. Packag- 
ing Conference by F. C. Majorack, 
manager of Product Development for 
They were not written, of 
course, as rebuttal to Mr. Burger's ar- 
ticle, but do present an official com- 
pany viewpoint. 


Heinz. 


Tomato ketchup, a very important 
item in the line of the 57 varieties, 
was first made about 1872. From 
that time on it has represented a 
substantial part of the company’s 
business. It is one of the best known 
packages in America today. 

As a self-dispensing container, it 
can be seen on the table at home as 
well as on the tables of the finest 
restaurants. The present bottle 
descends from a long line of con- 
tainers of similar design. However, 
for years we have been receiving 
consumer suggestions to make a 
more decorative bottle which would 
dispense ketchup by spoon from a 
wide mouth jar. 

At first we felt these suggestions 
were isolated and didn’t represent 
an appreciable segment of the popu- 
lation. However, as the years con- 
tinued to bring the suggestions, we 
felt that we should do something 
about it. The result was a new con- 
tainer. 


> The next question after the design 
was approved was to determine 
what acceptance such a_ package 
would have with the public. Conse- 
quently, a market test was planned 
to determine this, using areas 
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sary, even creative chemistry. 
There are stratagems to surmount 
any marketing problem. Many 
firms have stumbled onto one or 
more of them. But think of the en- 
gineer who is planning a bridge; 
doesn’t he first refer to his tables 
of materials and maximum loads? 
A marketer, similarly, should be 
able to circumvent obvious pitfalls. 
We suspect that the American 
housewife is quite predictable, but 
that business has not yet bothered 
to systematize her rules. 44 


decorative 


For Round Bottle PATTERNED 


representative of our business. We 
introduced the globe jar as an al- 
ternate container to the convention- 
al bottle. 

At first, there was a flurry of 
interest as consumers, particularly 
those we think who had been writ- 
ing the letters, wanted to test this 
radical departure. However, the 
novelty very quickly wore off and 
the sales of the globe container di- 
minished. An initial 16 to 1 ratio 
increased to 25 to 1, 40 to 1 and 
even 60 to 1 in favor of the regular STYLIZED BY 
bottle. 

These tests were control ones, 
conducted by our marketing re- 
search organization and represented 
the best techniques for handling a 
test of this kind. They showed that 
the regular bottle, because of its 
long established function design, Now available for applications wherever there is a sur- 
was the preferred container for this face to be covered with colorful decorations. Standard 
condiment. patterns are available from stock in .003 and .005 thick- 

ness in a variety of dyed colors and anodized aluminum 
> While the results of the test con- foil. 
firmed the opinions many had held, 
that the globe jar was nothing but 
an outlet for the accumulated 


The exclusive, patented Metal Cal with its permanent 
adhesive, slashes installation costs since it requires 
no surface preparation, machining or stamping and 
frustrations of the bottle sockers, no screws, pins or any other fastening device — and 
we felt that much good was ob- Metal Cal’s hard anodic surface stands up under all 
tained from the test. It did show types of wear. 

conclusively that in spite of some 
shortcomings of the bottle, it still 
does the best job of dispensing. METAL CAL © C & H SUPPLY CO., INGLEWOOD, CALIF. 

It proved another very important C & H SUPPLY COMPANY | Please send samples and free brochure to: 

point, too. Changes should not be 

made to satisfy a vocal minority. Senemeniarers of Motel Cel Tt MAME 
It is important to listen to sug- 413 East Beach Avenue 


Inquire today for further information—write to: 


COMPANY — 


gestions from such groups, but it Inglewood, California 
mre ADDRESS ____ 
is equally important to test their 


ideas over the whole spectrum to es OE ee a STATE 
determine the real reaction of the 
majority of consumers. 44 
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Eldorado 


Graceful. Sturdy. Original. It breathes 
even more life into good layouts. Con- 
densed for economy, yet eminently read- 
able. And it’s perfect for such a wide range 
of jobs. That’s Linotype ELDORADO. 
If you're tired of the “same old face,” try it. 
Ask your Linotype Agency for a specimen 
showing all sizes. Or write to Mergenthaler 
Linotype Company, 29 Ryerson Street, 
Brooklyn 5, New York. 


+ LINOTYPE - 
































Herb Lubalin, art director 

of prize-winning studio 
Sudler & Hennessey, 

tells AR readers some of 

the principles which have 
guided him in the preparation 
of ads which must appeal 
both to designers as well 

as other art directors. 


By Ted Sanchagrin 
AR Eastern Editor 


Breathes there an art director 
who never to himself has said he’d 
produce better if he had his own 
way? 

There’s one in New York who 
has such authority, Herbert F. Lub- 
alin, v. p. and exec art director at 
Sudler & Hennessey Inc. (see Type 
Tells the Story, Oct. 56 AR). He 
has unconditional permission from 
the combination ad agency-art stu- 
dio principals to satisfy only him- 
self. This arrangement applies to 
ads promoting S&H as a source of 
creative art and design. 

These appear in graphic arts 
magazines and annuals, such as 
Graphis, Art Directions and Print. 
Many have won top prizes these 
past three years in national com- 
petitions of the Type Directors Club 
(where his name and work crops 
up more than any other), the Art 
Directors Club and the American 
Institute of Graphic Arts. 

























> Mr. Lubalin selected eight of his 
ads as_ representative, and ran 
through the heather on them, ex- 
plaining his beliefs on them for 
AR. Two illustrate separate points. 
Three pairs complement similar 
points in single ads. 

“It’s tough to maintain the qual- 
ity, to satisfy ourselves,’ he said. 
“It’s not what each ad says, but 
the consistency we have to main- 
tain. Like the chef in a good res- 
taurant, we can’t afford to slip once.” 


> One pair of ads helps pinpoint 
something Mr. Lubalin feels is im- 
portant in typography. They use 
type as a design in itself. Both em- 
ploy heavy Gothic. 

In 54-point caps the ad which 
reads “Sudler & Hennessey’s Repu- 
tation is Built on ... ” has nine 
lines of short copy broken up by 
four small halftone cuts. Type and 
photos form an illustration to sug- 
gest a solid construction, a build- 
ing with three window scenes and 
a door. 


. SUDLER & 
HENNESSEY'S 
REPUTATION 
IS BUILT 

A PRACTICAL 
.. APPROACH 
TO CREATIVE 
ADVERTISING 
PROBLEMS i 


In 84-point caps the second ad 
has the spelled-out name of the 
agency in six lines, three letters 
to a line with no spacing between 
lines. This arrangement suggests a 
pile of letters or art on an artist’s 
drawing board. On his chair is an- 
other vertical lineup in smaller 


type, which lists the names of S&H 
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artists, designers and photographers 
plus the equally appreciated typo- 
graphic, mechanical and production 
staffs. While the ad was for the 
agency’s 20th anniversary, nowhere 
does it mention the occasion. 

“Both illustrate something I con- 
sider important in typography,” Mr. 
Lubalin observed. There are two 
typographic schools of thought. I 
believe in the one which considers 
type as an illustration in itself or 
as part of an illustration. It is not 
just a caption for the art.” 

He adds that he has no quarrel 
with the other school. That one he 
describes as the typographic pur- 
ists school. They feel type is a 
method by which the designer puts 
a message on a piece of literature, 
using letter forms designed by 
others and conforming to rules set 
up over the years for designing a 
page. 


’ The second pair of ads identify 
the agency by letters.only, S&H 
instead of spelling out Sudler & 
Hennessey. Both repeat “S&H” in 
2” type. One is type only. The other 
combines type, the four process 
colors and artists’ tools in a novel 
arrangement. 

For the type-only ad, the ques- 
tion-and-answer approach is used 
with stark effect, “S&H?” ... 
“S&H!” Around the field, the agen- 
cy is known by its initials. This was 
the first ad in the series to use the 
initial logo. Four short lines of copy 
in Typewriter type express a belief 
about consumers and sophisticated 
advertising. “Typewriter type 
looked right for the logo,’ Mr. Lu- 
balin explained. 


> The second ad_ with initialed 
identification repeats the logo in 
four positions, each with an artist’s 
tool. The logos are in process colors. 
The tools bleed, one apiece on each 
page edge. The points of the tools 
form a blank space. In it copy is 
set in circular or spiral form. The 
ad can be read in normal position, 
but just as easily by turning the 
page. Name, address and telephone 
number are imprinted on the pencil. 
“We got a pencil and turned it over 
to a Third Av. imprint shop,” the 
art director explained. 

“These ads not only use type as 
part of the design—for instance, the 
sell in one is on the pencil—but 
they are soft sell directed to a 
specific group which doesn’t have 
to have something spelled out for 
them,” Mr. Lubalin said. 

He added, “I try to make each 
ad serve a purpose, according to 
who the market is. The four-color 
process ad is seen in Graphis An- 





nual by many designers all over 
the world, so I tried to make it 
universal, not too American. I 
planned originally to run it in two 
colors, but found it inexpensive to 
add the two other colors, as the 
magazine is printed in Switzerland. 
Printing is less expensive there 
than here. The ad appears on the 
back cover, so it’s easier to read 
by turning than it would have been 
if run inside.” 


>» The third pair of ads are spreads 
—an art portfolio and job folder or 
order form. 

Mr. Lubalin collaborated with 
S&H art director Ernie Smith on 
the portfolio ad. The left side of 
the open portfolio has samples of 


“OOH?” 
“OOH!” 


S&H pieces. The right side has the 
blank, reverse backs of other art. 
Selling copy is the rubber-stamp 
impression identifying the agency. 
It relies on the interest provoked 
by the idea, showing a selection of 
work to a prospective client. 

The open order form folder ex- 
plains itself, too. But let the exec 
art director explain the 
stances behind the ad. 

“Matt Hennessey came in one 
day, said he needed the ad for the 
Art Directors Club annual. I didn’t 
have one. He asked when. 
almost immediately. I had a job 
folder open on my desk when he 
came in. That was the idea.” 

He had an order form typed up, 
added his own glasses, roughed out 
a sketch, put the pencil on it, threw 
in a paper clip and a previous ad 
as a sample for the folder, and 
asked Mr. Hennessey to write him 
a memo repeating his request. The 
photographer took care of the rest. 


circum- 


I said 


> In this case the photographer was 
Ben Rose. Photographers for other 
ads have been Irving Bahrt, Carl 


Fischer and Wendy Hilty. When it 
comes to typography and engrav- 
ing, however, S&H relies solely on 
Collier Photo Engraving Co. and 
The Composing Room. 

“This set of ads emphasizes two 
things,’ Mr. Lubalin said. “The big 
picture technique was the answer, 
outwardly. But the idea is still the 
real answer. And secondly, we work 
hard on most of the ads. Only in- 
frequently, does anyone get a sud- 
den inspiration, such as on the or- 
der form folder.” 


> The single ads mentioned pre- 
viously are good examples of 
perspiration, some inspiration, and 
luck. 

One, headed “Reward for In- 
trinsic Merit,” is a play on the ADC 
competition, “Award for Distinctive 
Merit.” Mr. Lubalin spent some 
weekends trying to wrap 11 lines 
of 24-point type around the medal. 
The medal is actually a silver dol- 
lar. To get the copy to fit, he fi- 
nally had to rewrite it. It meant 
hyphenating the word “today,” but 
it allowed him to spell out the agen- 


Reward 
for 


intrinsic 
Merit 
You have convinced the toughest of ali 
uries when your advertising convinces 
customers to part with their money for 
your product. If you believe, as we do, 
it only creative advertising achieves 


results 


vertisers over the hw Scat 
years and there isno \oS3 charge for 
medals at Sudier & Hennessey. PL.1-1250 





-TROUBLE-SHOOTER 


FOR YOUR 
TYPESETTING 
PROBLEMS 


He’s at your service in and near any of 
these six cities: New York, Philadelphia, 
Wilmington, Baltimore, Washington and 
Richmond. He’s a Progressive Composition 
Company representative . . . chosen as a 
member of our staff because he has dem- 
onstrated a talent for the effective use of 
type . . . and because he’s thoroughly fa- 
miliar with all phases of the graphic arts. 
When you call this man in, you can be 
sure of getting practical help with any 
typesetting problem . . . freedom of design 
with one of the largest selections of type 
faces available anywhere . . . the flexibility 
of composition by Hand, Monotype, Lino- 
type, Ludlow or Photography . . . and over- 
night service at any point in the East. 
Even though you’re not ready to order 
type at the moment, a Progressive rep- 
resentative will gladly stop by at your 
convenience to tell you about our round- 
the-clock services . . . and how they can 
be dovetailed with the electro, Progress 
plate, plastic plate and mat facilities of 
the other members of our three-company 
team: The Progress-Hanson-Progressive 
Group. You can set the date by phone now. 


PROGRESSIVE 


COMPOSITION COMPANY 
Sth & Sansom Sts. Phila. 7, Pa. 


99,5, 
pi”: 

PHILADELPHIA 

NEW YORK 

WILMINGTON 

BALTIMORE 

WASHINGTON 


RICHMOND 


WAInut 2-2711 
Murray Hill 2-1723 
OLympia 5-6047 
SAratoga 7-5302 
EXecutive 3-7444 
Richmond 7-2771 
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eAR AMOUNT 


and 
Banners 


Sell with 
banners— 
they belong 
in your 


INDOOR + OUTDOOR 
SCREEN PROCESSED + SEWED 
ONE OR THOUSANDS 


Write or call for ideas, 


free sketches and mae shel 
{ 
Paramount Flag Co. 


33 FREMONT ST. ¢ SAN FRANCISCO 
TELEPHONE YUKON 6-3686 


astest 


COPY-FITTER EVER! 


That’s what thousands say 
about the famous 

Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee. 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AR-245 « WILTON « CONN 








TYPOGRAPHERS 


Te Fee 


SOUTHWEST 


| 

| 

| 

| 

| 

| 

Skilled composition ' 
Prompt out-of-town delivery | 
| 

| 

| 

| 

| 

| 

| 


SCOTT fms 
east ahd 


JOHN A. 


MATS © STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 


2812 TAYLOR STREET, DALLAS + RI 7-3746 





Next®is Modern Typography 
Month@ Really Modern? 
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cy name this time instead of using 
the logo initials. 

The other single ad is a play on 
words, too. But it, too, is straightfor- 
ward and honest. Here the copy was 
the problem, “A straight line is 
the shortest distance between ad- 
vertiser and consumer.” 

This ad was six months in the 
making. A good symbol was needed 
to say communications. Mr. Luba- 
lin thought it could best be ex- 
pressed by showing someone talk- 
ing directly into the ear of an- 
other person. Then, the subject was 
dropped. 


> Six months later when an ad was 
needed for the ADC annual the 
subject was revised. Photography, 
in low key with backlighting, was 
shot with type in mind. Someone 
suggested copy starting, “The short- 
est distance .. . ” Mr. Lubalin wrote 
his version and turned it over to 
a copywriter for polish. 

As it turned out, the word “be- 
tween” fell in the highlight area 
between the two cupped hands. The 
word is in reverse type. This was 
achieved by playing around with 
News Gothic on the photo. “It was 
accidental, I have to admit,’ Mr. 


Text and Display ... 


Companies Present 
Varied New Faces 


A variety of new typefaces, both 
text and display, have been added 
recently to the ever-growing li- 
brary, according to the latest com- 
pany announcements. 


New Condensed Bauer Alphabets 
Venus Faces Inc., New York, 

announces three 
condensed Venus type faces: light, 
bold and extra bold. 


VENUS LIGHT 
Condensed 


Venus Condensed plus Venus Ex- 
tended are recommended for a va- 
riety of typographical effects. A 
wide range of weights are available. 
The company offers detailed speci- 
mens. 











+ « + for more details circle 703, page 105 


Types, Borders, 
Supplies 


Einnehemer & Tay- 
lor has introduced 
three new faces— 
Noontime, Nitetime and Imperial— 


Lubalin added as an afterthought. 

He said, “The building of a rep- 
utation takes soft selling. It is not 
necessary to sell with one ad, Starch 
notwithstanding, but inevitably to 
get more and better clients, we have 
to talk good type, sell ourselves as 
typographers, designers, creative 
thinkers. Copy itself is as important 
as design.” 


> Results are an immeasurable, in- 
direct type of thing. S&H has picked 
up some clients through the ads. 
Over-all, the ads help the agency 
maintain and build a reputation for 
itself. 

Summing up, Mr. Lubalin ex- 
plained, “In these ads I have con- 
trol. I can’t always control the 
work I do for clients. All don’t want 
the same thing. Tastes and recep- 
tiveness differ. The best arrange- 
ment is no client, but it’s the most 
impractical.” 

While agency clients have given 
him no such authority as he has 
with his own ads, the clients’ ads 
have romped off rather frequently 
with TDC, ADC and AIGA awards, 
too. S&H’s 15 accounts include such 
ethical drug giants as Ciba, Sharp 
& Dohme, Schering and Upjohn. ¢¢ 


in 14, 18, 24, and 30 point sizes. 
A fourth, Airport Broad, is pre- 


Noontime (14 pt. shown) 


ABCDE abcdef $1 


Nitetime (14 pt. shown 


GHIJKL ghijki $1 


Imperial (14 pt. shown 


A BCcDabcd& 


Airport Broad (14 pt. shown) 


sented in sizes ranging from 14 to 
48 points. The new faces are avail- 
able for immediate delivery in 
fonts, lines and sorts. The company 
also offers a new 44-page Hand 
Box Catalog showing decorative 
material, piece and strip borders, 
swash characters, initials, color 
spots and composing room supplies. 
In addition, the foundry has made 
available a new 80-page catalog 
displaying its various type wares. 

. . « for more details circle 704, page 105 


21 New Fonts 
For Fotosetter 


Intertype Co. 
Brooklyn, N. Y., is 
offering sample 
proofs of 21 new fonts which have 
been added to the library of the 





Intertype Fotosetter. Among the 
new text, display and_ specialty 
faces are some exclusive to the 
Fotosetter in the typesetting ma- 
chine field. These include Futura 
Book Script, Impact, Monterey, An- 
tique Roman Shaded and Futura 
Extrabold Extended. 


. » » for more details circle 705, page 105 


Arvin Picks Big ‘‘A’’ 
As First Trademark 


A heavy-bodied capital “A” with 
a heavy horizontal bar immediately 
underneath has been chosen by Ar- 


New Trademark ... Big “A” with 
heavy bar underneath has been chosen 
by Arvin Industries as the company’s 
first trademark in its 38 years of busi- 
ness. 


vin Industries Inc., Columbus, Ind., 
as the company’s trademark. 

The first trademark for Arvin in 
its 38-year history, the “Big A” 
will appear on all Arvin consumer 
products as well as on _ packing 
cases, stationery, business forms, 
advertising and other items used 
by Arvin. 44 


Prints Display Type on 
Photo Paper at Low Cost 


A headline type printer which 
can produce display type at less 
than 5c per foot, according to the 
manufacturer, has been introduced 
by Con-Mar Manufacturing Co., 
Oklahoma City, Okla. 

Called the StripPrinter, the ma- 
chine produces display type on 35 
mm photo paper from film strip al- 
phabets which are passed through 
the machine and exposed one letter 
at a time. Exposed paper is ejected 
into the bottom of the machine until 
the line is ready for development. 
Developing can be done in subdued 
light. 

Detailed literature is available. 

- . « for more details circle 706, page 105 








you are interested in improving the appearance of your ads . 
making them easier to read...adding that “touch of distinction” 


BECAUSE... 


@ You will get a sharper, cleaner printing surface, 
because each letter is individually cast from the 
same mold. 


@ You can set more copy in any given space with- 
out sacrificing readability. 


@ Copy can be set 60 picas wide at no extra cost. 
Other systems cost you from 50% to 100% more 
for all widths over 30 picas. 


@ Corrections and author’s alterations easily made 
without resetting a full line. 


© Better fitting italics with Monotype . . . neither 
the roman nor the italic suffers any compromise 
in shape. 


@ You have hundreds of faces to choose from— 
there’s a face to fit every job. 


When You Want Character In 
Your Copy Set It In Monotype! 


dALONOW AdITOdAdS 


Type set in Monotype faces Bodoni and Stymie 


\_G /] LaNsToN MONOTYPE COMPANY | 


A Division of Lanston Industries Incorporated AR | 
24th & Locust Streets, P 


AdALONOW AdITOAAdS 





J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Beye Gpuide and 


Imdex of Adwertisers 


Art & Photography 


exibie Layouts 
Grubb, G. R., & 
Mack, Douglas 
r Ph TC e 
Matic Cc 
Stud 


Piarry 


Art Supplies 
Bienfang Paper : 104 
Chart Pak In 67 
ehicag 58 


= 


Inside Front Cover 
Artist Supply Co. 64 


Balloons 
Rubber 
Banners 


Hollywood Banner 34 
Paramount Flag C 100 


Binders, Catalog Covers 


Binding Equipment & 
Materials 


Camera Lucida 


je J. A Inc. 
ey Luc Pr sducts Cc 


Clipping Services 
Press Clipping 


Bureau 


Color Separations 


Copyfitting Aids 


iaberule c 


Decals 


Direct Advertising 


Brodie Advertising Service 48 
Crocker, H. S., Co. Inc. 45, 80 
Letter Shop Inc. 45 
Mailograph 48 
Moss, M. E., & Co. 44 
Natl. Creative Sale c 65 


Display Materials 


Electro-Motion Corp. 
Fasson Products 
Hollywood Banner 
Kleen-Stik Products In 
Paramount Flag C 


Display Motors 


Hansen Mfg. Co 


Easels, Lecterns 


~ 


Oravisual Co. In 


Envelope Stuffers 


Crocker, H. S., C 


NV 


Envelopes 


Du-Plex Onvelope Corp 
Huxley Envelope & Paper 
Corp. 


Tension Envelope C 


Exhibits 


players Inc. 
yeneral Exhibit 


Inc. 


& Displays 


Fluorescent Inks & 
Materials 


Radiant Color Co 


Switzer Bros. Inc. 


Gravure Services 


Collins, Miller & Hutchinas 


Inc. 86 


Intl. Color Gravure Inc. 


Inside Back Cover 


Inks, Silk Screen Process 


Naz-Dar Co. 17 
Radiant Color Co. 82 
Switzer Bros. Inc. 8, 88A 


Invisible Ink Postcards 
M M.E << 


Labels 

C & H Supply C 
nsolidated Lithographing 
Corp. a 
Eureka Specialty Printing Co. 87 


94, 95 


C 
NV 


Letter Shops 


Brodie Advertising Service 
Letter Shop Inc. 


Lettering Devices 


Varigraph Co. Inc. 


Motion Picture, Slide, 
TV Services 


Admaster Prints Inc. 


Color Corp. of America 


Offset Plates, 


Presensitized 


Rem ngt sn 


Rand Div. 


Packaging Materials 


Thilmany Pulp & Paper Co. 


Paper Chemicals 


American Cyanamid Co. .... 


Papers, Printing 


Appleton Coated Paper Co. 42 
Beckett Paper Co. 56A 
Champ Paper & Fibre 
Co. 8A 
Chemical Paper Mfg. Co. 86 
Chillicothe Paper Co. 32A 
Crocker-McElwain Co. 14 
Hammermi Paper Co. 
Hawthorne Paper Co. is 
Back Cover 
International Paper Co. ._ 78 
Mead Paper Corp. 1 
Nekoosa-Edwards Paper Co. 83 
Rising Paper Co. 16 
Sorg Paper Co. . 68 
Strathmore Paper Co. 37 
Weston, Byron, Co. 47 
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Papers, Specialty 


Beckett Paper Co. 
Bienfang Paper 
Chemical Paper 
Chillicothe Pape 
Fasson Products 
Hawthorne Paper Co. 

Back 
Paper e . 78 
Kleen-Stik Products Inc. a 
Radiant Color C 82 
Sorg Paper S . 68 
Thilmany Pulp & Paper Co. 90 


Internationa 


Paste-Up Type 


Craftint Mfg. Co. 


Inside Front Cover 
Transtik 104 


Photo Lettering & 
Typesetting 


Headliners Inc. 64 
Photo-Typesetting Inc. 104 
Progress-Hanson-Progressive 
Group 99 
Rapid Typographers Inc. 104 


Scott, John A., Co. 100 
Warwick Typographers Inc. 93 


Photo Prints Quantity 


Major Photo Co. 
Photo-Matic Co. 


Photo Reproduction 
Services 


Admaster Prints Inc. 
Color Corp. of America 


Photoengraving & 
Platemaking 


Capitol Engraving & Elect 
type Co. .... 80 
Collins, Miller & Hutching 


DS esd. 86 
Dot Engravers Inc. 88 
Grubb, G. R., & Co. 

Horan Engraving Co. 10 
Lake Shore Photo Engraving 

Rae, 6 
Progress-Hanson-Progressive 

Group 99 


Stafford Engraving Co. 104 
Photographic Equipment 
Engle, J. A., Inc. 60 
Lacey-Luci Products Co. 65 
Photographic Materials 
Eastman Kodak Co. 72A 


Plaques 
Intl. Bronze 


Tablet C 


Plastic Plates 


Remington Rand Div. 


Post Cards, Color 


Crocker, H. S., Co. Inc. 45, 80 


Premiums & Specialties 


Be rtTon inc, 
Pioneer Rubber Co. 
Wendell-Northwestern Inc. 


Presentation Materials 
Chart-Pak Inc. 
Elbe File & Binder Co. Inc. 


Oravisual Co. Inc. 
Sales Tools Inc 


Presentations 


Belford Co. Inc 
S ¢ 


2s Mechanica Binding 
Co. Inc. 
Printing 


Black Box Collotype Studios 


Inc 





Consolidated 
Corp. i 
Cuneo Press Inc. acacia 
Eureka Specialty Printing Co. 87 
Graphic Enterprises of 
Milwaukee Inc. .... 104 
Keller, D. F., Co. si 
Rapid Copy Service Inc. 60 
Screen Process Printing Co. 65 


Lithographing 


Projectors 


Harwald Co. 
Tel-A-Story Inc. 


Self-Sticking Specialties 
C & H Supply Co. 94, 


Fasson Products 
Kleen-Stik Products Inc. 
Meyercord Co. 
Multi-Color Process Co. 


Screen Process Printing Co. 


Signs & Identification 
Materials 


Allied Decals Inc. 


Acco Products Inc 

Prints 
Advertising Meta 

Co. 

Allied Decals Inc 
American Cyanamid C 
Appleton Coated Paper Co. 42 
Bacon's Clipping Bureau 30 
Paper C 
Belford Co. Inc. 88 
Berton's Inc 36 


Beckett 


40A 


Inside Front Cover 


C & H Supply Co. .... 94, 


Grace Sign & Mfg. Co. 


Meyercord Co. 
Mulholland-Harper Co. 
Multi-Color Process Co. 
Plasti-Line Inc. 

Texlite Inc. 


Signs, Metal 


Grace Sign & Mfg. Co. 
Mulholland-Harper Co. 


Signs, Plastic 
Mulholland-Harper Co. 


Plasti-Line Inc. 
Texlite Inc. 


Stock Art 


Flexible Layouts 
Stivers Studio 


95 


_ 18 
Intl. Bronze Tablet Co. Inc. 


36 
13 
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36 
31 
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Volk, Harry Jr., Art Studio 61 


Stock Mailers & 
Postcards 


Natl. Creative Sales Inc. 65 
Volk, Harry Jr., Art Studio 61 
Stock Photos 


Mack, Douglas . 


Tags 


National Tag Co. 


Turntables, Display 


Electro-Motion Corp. 


Type Founders, 
Machines 


Lanston Monotype Machine 
Co. 101 
Mergenthaler Linotype Co. 96 
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Typography 
Bundscho, J. M., Inc. 


Progress-Hanson-Progressive 

Group . 
Scott, John 
Warwick 


KX. Go. 
Typographers 


Visual Aids 


Belford Co. Inc. 

Elbe File & Binder Co. Inc. 65 
Engel, J. A., Inc. 60 
Graphic Systems 54 
Harwald Co. 54 
Lacey-Luci Products Co. 65 
Oravisual Co. Inc. 55 
Sales Tools Inc. 34 
Sloves Mechanical Binding 

Co. Inc. 


. Tel-A-Story Inc. 72 


Window & Store Displays 


Advertising Metal Display 
Co. 28 
Consolidated Lithographing 
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Harwald Co. 54 
Tel-A-Story Inc. 72 
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Frufemel Sources fov 


Services and Supplies 


PHOTO.-LETTERING 


TET CMT Tat Tt 
A Ce 


RAPID 
FILM-LETTERING 


REDUCED OR ENLARGED TO FIT YOUR 


LAYOUT AT NO ADDITIONAL CHARGE 
Negative or Positive—No Minimum 


a ao | 
t t AR 


r PCa a Le 


305 EAST 46 STREET « NEW YORK 17,N.Y 


mS 


STITT SMe mee Ts 
bets. Send for cata- 
logue. 24 hour service. 


Tease (ualiig 
PHOTO LETTERING 


Reductions or enlarge- 
ments to fit your layout 
with our DEXIGRAPH 
PHOTO-PRINT PROCESS. 


PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y. 


IUdson 2-0466-7-8 


STOCK ART 
(ready for the offset camera) 


READY MADE LAYOUTS for 


1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
illustrations in the blank spaces .... . 


1000s of LAYOUT VARIATIONS POSSIBLE by 


changing position of Layout Components (re- 
verses, bendays, boxes, etc. . 


SAMPLE KIT $1.85 prepaid. . . 
FLEXIBLE LAYOUTS, 201 W. 89 St., NYC 24 


HELP WANTED 


ADVERTISING MANAGER 


rapidly expanding, multi- 
plant, international com- 
pany, already a leader in 
the synthetic fiber industry, 
is seeking an Advertising 
Manager for its New York 
office to coordinate major 
production advertising pro- 
gram. Textile experience 
preferred. Salary commen- 
surate with experience. Send 
resumes to Box 32, c/o Ad- 
vertising Requirements, 200 
E. Illinois St., Chicago II, 
Hl. 








ENGRAVINGS 


PIXUR COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


STAFFORD ENGRAVING CO. 
229 N. PENN. ST. + INDIANAPOLIS 


COLOR SEPARATIONS 


3 or 4 COLOR SEPARATIONS 
SCREENED “‘CONTACT’’ NEGATIVES 


color-corrected by masking 
color-proofed too by ANALYST 
COLOR CONTROL 


High in quality yet low in cost 


Low cost production methods makes this 
possible. For your next color job call on 
our services. 


Write for illustrated booklet and prices of 
our work. 


30 Spruce Street 
YUND COLOR CORP. Albany 7, New York 


HAND LETTERING 


QUALITY HAND LETTERING 
FOR A FEW CENTS A WORD 
WRITE FOR BROCHURE 


SHeeTs 


TRANSTIK 


Lettering Alphabets 


305 EAST 45m ST. NEW YORK 17, N.Y 


ADVERTISING SPECIALTIES 


BUTTONS & BADGES 
BUTTON METAL TAGS, CHECKS, COINS 
a WOODEN NICKELS 


(CATALOG UPON REQUEST) 
Wendell-Northwestern, Inc. 
2438 EAST FRANKLIN FE 3 - 6431 
MINNEAPOLIS 6, MINN. 


zal 


DECALS 


stained 
Y PLASTIC 

; TOUGH 
BRILLIANT 


CYTE Biome scl: SPECIFICATIONS 
tl 


Creme lei e) as 
ALLIE sae comedian 


_ 
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ACETATE J 
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COLOR PRINTS 


BRILLIANT/(\ ACCURATE/ LOW IN COST/ * 

GEM Color—TOP QUALITY leftter- 

Fone of 100 to at LOW COST for 

100 to 10,000. Reproduced 

or art copy. All 

Sie aaaecoeaas DELIVERY in 2-3 
WEEKS. Free samples. 
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ART SUPPLIES 


ILLUSTRATION BOARD 
Bright white 


STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT AND CIRCULATION REQUIRED 
BY THE ACT OF CONGRESS OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 (Title 39, 
United States Code, Section 233) 

Of Advertising Requirements published monthly 
at Chicago, Ill., for October 1, 1957 

1. The mames and addresses of the publisher, 
editor, managing editor and business man 
agers are 

Publisher, G. D. Crain, Jr 

Editor, None 

Managing Editor, R. B. Konikow 
Illinois 

Business Manager, C. B. Groomes, Chicage 
Illinois 

2. The owner is: (if owned by a corporation, 
its mame and address must be stated and also 
immediately thereunder the names and addresses 
f stockholders owning or holding 1 percent or 
more of total amount of stock. If not ‘owned by 
a corporation, the names and addresses of the 
individual owners must be given. If owned by 
a partnership or other unincorporated firm, its 
name and address, as well as that of each in- 
dividual member, must be given.) 

Advertising Publications, Inc., 200 East Illi 
nois Street, Chicago 11, Illinois 

G. D. Crain, Jr., 200 E. Illinois St., Chicago, 
Iil.; G. R. Crain, 200 E. Illinois St., Chicago 
Ill.; S. R. Bernstein & A. B. Bernstein, 200 F 
Illinois St., Chicago, Ill.; O. L. Bruns & M.S 
Bruns, 200 E. Illinois St., Chicago, Ill.; C. B 
Groomes, & D. A. Groomes, 200 E. Illinois St., 
Chicago, Ill.; M. E. Crain & E. F. Crain, 200 
E. Illinois St., Chicago, Ill.; Estate of Jane C. 
Ivie. Chicago, Ill. Kenneth C. Crain, 238 East 
23rd St., New York City; L. C. Crain, 238 E. 
23rd St., New York City; J. B. Miller and 
M. A. Miller, 409 S. Second Ave., Maywood, 
Illinois; B. G. Rehm and H. M. Rehm, 4308 
Churchill Rd., St. Matthews, Ky.; G. L. Hamlin 
and E. K. Hamlin, Route 1, Vandalia, Michi- 
gan; Mary C. Sanders, 611 Barton Place, Evans 
ton, Ill.; Jessie W. Crain, Box 2059, Carmel, 
California. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 per 
cent or more of total amount of bonds, mort 
gages, or other securities are: None 

4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting; 
ilso the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities in a capacity other than 
that of a bona fide owner 

5. The average number of copies of each issue 
of this publication sold or distributed, through 
the mails or otherwise, to paid subscribers dur- 
ing the 12 months preceding the date shown 
above was: (This information is required from 
daily, weekly, semi-weekly and tri-weekly news- 
papers only.) 


Chicago, Illinois 


Chicago 


G. D. CRAIN, JR 
Publisher 
Sworn to and subscribed before me this 18th 
day of September, 1957 
(SEAL) Leland W. Hagman 
(My commission expires April 9, 1960) 











7Q1/Circle on Readers’ Service Card 
Industrial Calendar 

.- a calendar, listing coming events for 
the electronic industry in 1958, is available 
from Electronic News. (Page 74) 


702/Circle on Readers’ 
Forecasting Service 
details on a 


Service Card 


weather forecasting 
developed for executives in 
weather-sensitive industries, are available 
from Weather Trends Inc. (Page 77) 


service, 


7O03/Circle on Readers’ 
Venus Type for Contrast 
..« Venus Condensed type, light, bold and 
extrabold, are presented by Bauer Alpha- 
bets Inc. to indicate contrast possible when 
ised with Venus Extended series. 


(Page 100) 


Service Card 


704/Circle on Readers’ Service Card 
Two Type Catalogs 

. . - handy Box Catalog and a new type 
catalog are available from Einnehemer & 


Taylor (Page 100) 
70S/Circle on Readers’ Service Card 
New Type Faces 

. Intertype company offers proofs of 
new fonts available for its photo-typeset- 
ting machine. (Page 100) 


706/Circle on Readers’ Service Card 
Headline Type Printer 

. a machine capable of producing type 
on photo paper is described by Con-Mar 
Mfg. Co. (Page 101) 


= —— 
on nmneaacers wer 


707 /Circle 
Whirl Board File 


an illustrated 


vice Card 
; bulletin explains how 
wear and tear on punched sheets can be 
rvoided with a Whirl Board File, made in 


(Page 80) 


three sizes 


708/Circle on Readers’ Service Card 
Sales Presentation Binders 
. a 24-page booklet from Elbe File & 


Rinder Co 


offers valuable hints on loose- 


en) 


Use these return cards 
for your copy of publications 


mentioned on this page 


ES Advertising BOE 
& . ; 
Requirements | SWE 


*& Send for these free helpful selling tools 


leaf catalog planning for all uses. 


(Page 80) 


7Q09/Circle on Readers’ Service Card 
Oval-Back Binding 

. « + details on a new binding for bulky 
books—up to 700 pages longq—are offered 
by Cummins-Chicago Corp. (Page 80) 


710/Circle on Readers’ Service Card 
Front-Window Binder 
. illustrative literature on a clear-plastic 
binder for displaying any printed piece or 
photo as a cover design is offered by 
G. O. Fossler & Associates, Chicago. 
(Page 82) 


711/Circle on Readers’ Service Card 
Sample Brochure 


. » Dan Newman Co. offers a brochure 


Readers’ Service Dept. 
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BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.8, P. L. & B., Chicago, DL 





Readers’ Service 


200 Eas? illinois 
Chicago 11, Ul. 
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presenting samples of Econ-O-Color print- 
ing. (Page 82) 


712/Circle on Readers’ Service Card 
On Making Paper 

- amusing booklet from Crown Zeller- 
bach covers paper-making by comparing 
millwork with a do-it-yourself project. 


(Page 88) 


713/Circle on Readers’ Service Card 
Bibs for Adults 

. . . Royal Paper Products offers literature 
on a novel line of adult bibs for restaurant 
use. (Page 88B) 


714/Circle on Readers’ Service Card 
New Vellum Sample 

. . » Sorg’s new “whitest of white” papers 
are described in a folder. (Page 88B) 
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*Please print or type information below 


COMPANY 
PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*®Note: inquiries for items listed 
not serviced beyond Mar. 15, 1958. 


ue 
Postage Stamp 


Necesmary 
If Mailed im the 
United States 





Dept. 


St., 


ar Adwertising 


Requirements 


w Send for these free helpful selling tools 


718/Circle 
Printing Press 
. » Original Heidelberg company offers an 
ingeniously designed brochure illustrating 
the features of its 21x28 cylinder press. 
(Page 88B) 


716/Circle on Reader 
One-Page Listing 

. copies of a one-page, quick reference 
guide for publicity mailings are available 
from Luce Press Clippina Bureau. (Page 48) 


717/Circle on Readers’ 
Mailing List Guide 


Direct Mail Divi ey cell in 
. the Direct Mail Division of McGraw 


s 
Hill Publishing Co. offers a 12-page book- 
let containing tips on good mailing lists. 


(Page 48) 


718/Circle on Readers’ 
Telephone Sales Guide 


. a bibliography, listing telephone sales 


BUSINESS REPLY CARD 
First Class Permit No. 95. Sec. 34.9. P. L. & B., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 Eas? Illinois St., 


Chicago 11, Ill. 
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books on the market, is offered by Ted 
Johnson of Sell-O-Phone Workshop. 
(Page 48) 


719/Circle on Readers’ Service Card 
Darkroom Camera 
. Trace-Rite Sales Corp. offers details 
on an economical darkroom camera. 
(Page 62) 


720/Circle on Readers’ Service Card 
Stereophonic Sound 

a full-color illustrated booklet de- 
scribes stereophonic sound and the models 
currently available in the Ampex line. 


(Page 58) 


721/Circle on Readers’ Service Card 
Premo Booklets 


. . « Premo Sports Publications Inc., offers 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


*Please print or type information below 


NAME 
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701 702 703 704 705 706 § TE 


707 708 709 710 711 712 
713 714 715 716 717 #718 
719 720 721 722 723 724 
725 726 727 728 


COMPANY 


_ 


ADDRESS 


rr 


PRODUCTS SOLD 


CITY & ZONE 


*Note: 


inquiries for items 


not serviced beyond Mar. 15 


samples and details on a series of good- 
will booklets available for dealer and con- 
(Page 37) 


sumer use 


722/Circle on Readers’ Service Card 
Exchange Mailing Lists 

. details on an addressing service that 
offers mailing lists on an exchange basis 
are available from Speed-Address, div. of 
Walter S. Kraus Co. (Page 67) 


723/Circle on Readers’ Service Card 
Santa in Business 

the pros and cons of business Christ- 
mas gifts are presented in a helpful book- 
let from the Advertising Specialty Nat). 


Assn (Page 40) 


724/Circle 
1958 Hewig Catalog 

. @ variety of low-cost ad specialties 
available at the present time 


1958 Hewia Cataloc 


RQ } ‘e ~ 5 
on NMeaders oervice Cara 


is shown in 
(Page 40) 


rn 


725/Circle on Readers’ Service Card 
Planned Premium Folder 

folder describing the facilities of a 

ing card premium service, is 

nira Greeting Card Co 


(Page 40) 


726/Circle on Readers’ 
Miniatures for Mailers 
. samples of zine alloy miniatures for 


Service Card 


use as 


impact gimmick mailings are 
Gri 


fered by 


ties Reproducer Cerp. 
(Page 41) 


727 /Circle leader: 
Thermo-Fax Labels 


amrpmlioc of oY y11m™M 
vicS © VV sUlL 


. sam fa med and per 
forated label that can be printed on a 
Thermo-Fax machine are being sent out 


r Minnesota Mining & Mfg. Co. (Page 41) 


728/Circle on Readers 
Ad-O-Rama Mail 


details on a self-mailer with a col 


ers 
for product display are 


(Page 41) 


le from Shurber Corp. 


Use these return cards 
for your copy of publications 


mentioned on this page 





Some risks, of course, can’t be 


avoided...but Advertising Agency 


PM’s in the know — with assign- 
ments calling for reliable and ac- 
curate rotogravure preparation — 
know they’re taking no chances 
with the specialized service of- 
fered by INTERNATIONAL COLOR 
GRAVURE and SUPERTONE...The 
preparation of color positives that 
will reproduce just as desired is 
the specialty of INTERNATIONAL 
... For dependable service in mon- 
otone gravure—it’s SUPERTONE... 
Each is staffed, equipped and pre- 
pared to help diligent PM’s carry 
the burden of their responsibili- 


ties in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 


: es f SPECIALIZING IN COLOR 

39 West 60th St. SS 
NEW YORK 23, N.Y. MC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


480 Lexington Ave. 


SUPERTONE, INC. ‘ew york 17, n-¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 





Hawthorne Paper announces 


a revolutionary new 


DIRECT 


mill-to-printer prices! 


DIRECT 


mill-to-printer delivery! 


paper sales policy 


- HAWTHORNE FINE PAPERS are now being 
made available to printers throughout the United 
States on a direct-mill basis. 

This direct sales policy is designed to extend the 
full economy of modern paper production techniques 
to you—the printer. Double freight, double warehous- 
ing, and double sales expenses are eliminated. 

OVERNIGHT SERVICE. Orders received from 
major points within 400 miles of Kalamazoo are on 
your dock the next morning... freight prepaid. 

OVER 900 STOCK ITEMS TO CHOOSE 
FROM. In addition to the speed and economy of the 
Hawthorne direct-mill sales program, you enjoy a far 
wider selection of fine papers. Hawthorne stocks in- 


clude 32 mill-brand and watermarked papers in a full 
range of colors and finishes. You can specify the exact 
paper for the job...and be sure of the finest quality. 


MAKING ORDERS. Hawthorne's 46-year ex- 
perience in creating specification papers is now easier 
for you to use. A phone call puts you in direct contact 
with Hawthorne paper chemists. It’s the fastest and 
most accurate way to get cotton-content or sulphite 
papers for specific printing applications. 


Test the economy and effectiveness of this iy Cott, 
revolutionary sales program. Write for direct- a  N 
mill price lists and samples of Hawthorne fine ; 


papers today. 


"A carton ora carload... 


direct to you from Kalamazoo.” 


The Hawthorne lines include the 

following cotton content and sulphite papers: 
BONDS ¢ LEDGERS ¢ INDEX e BRISTOLS 

COVER STOCKS « DUPLICATOR ¢ MIMEOGRAPH 
EMBOSSED ¢ HIGH WET STRENGTH 

OFFSET « and TEXT PAPERS 


HAWTHORNE 


PAPER SALES 
KALAMAZOO, 


Sales subsidiary of 
Hawthorne Paper Co. 


Cc Oo. 
MICH. 


Manufacturers of Ouality Fine Papers since 1911 





